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LOSING YOUR? PROFITS ON BRUSHES? 


HAT an eye-opener it would be if unseen 

losses were visible) If every merchant who 
buys brushes from ual enens could SEE his 
brush profits flying out of his cash bagister, he would 
DO something about it! 


LOSBOR RN 
SBO Too much time is spent in ore brush buying. 
It jumbles up brush stocks . ». slows a aa 


. dries up profits. ( \_ \ m 
YESS) 
i Na y 


Osborn Brushes combine everything you need in 

one profitable line. There's an Osborn Brush for X i eneetl 
i 
oT 


ee 


every need. 


Ask your jobber to supply you. If he can't, write us. Q 


JHE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: = 
New York. Detroit, Chieazo, San Francisco 5 


CONCENTRATE ON 
YY 
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DEADLOCK 


The above picture is reproduced from 
a recent YALE Deadlock advertisement 
in the Saturday Evening Post. 








Selling Maximum Lock Protection 
is the Hardware Merchant’s Job 








OO MANY families place their trust in or- 

dinary locks that offer little if any resistance 

to the skilled housebreaker. In your own 

community there undoubtedly are many in- 
adequately protected homes. 


Who but the hardware merchant is in a position, 
not only to educate people to the necessity of real 
security, but to provide it—and profit substantially 
in doing so? 

YALE Deadlocks on all house or apartment 
entrance doors that are not already protected by 
YALE Mortise Locks are essential to the security 
of any household. 


Our advertising in the Saturday Evening Post 
(see picture at left) and other consumer publications 
read by millions of families, is constantly pointing 
out that fact. Furthermore, these advertisements 
are designed to send readers to hardware stores to 


buy YALE Deadlocks. 


A little simple, easy cooperation on your part is 
needed to secure the full benefit of our advertising. 
Just suggest to your customers the necessity for 
YALE Deadlock protection. Show them such fine, 
dependable locks as YALE Deadlocks Nos. 197 
and 10, and YALE Deadlatch No. 44. Keep them 
displayed where every customer can see them and 
examine them. 


Selling real security is profitable—and 
“The name YALE helps the sale.” 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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A Squad of Retail Cutlery Salesmen... 


READY TO GO 
TO WORK IN 
YOUR STORE 


Made of wood but alive to 
the job of selling Keen Kut- 
ter Cutlery to your custom- 
ers. These display easels 
are busy every minute help- 
ing you to get more business. 







Designed to display eight items of 
flat cutlery. Put it to work in your 
housewares department. 


The same easel —or another like it — 
can be used for an assortment of 
fourteen pairs of scissors and shears. 

line— pocket knives — the easel will 


Mail Coupe” 


or Free each knife open to show the blades. 
and Comp pe 


nN ELD upright, by a wooden brace which hinges out- 
Informatt© H ward at the back of the display panel. Durably 
peedh FO esncewenneneccnsnsccooe 


enameled in orange red with black trim. 





And for the keystone of the cutlery 


Easels illustrated are 26 inches high by 1914 inches wide. 
The same design in smaller size — 16 inches by 12 inches 
— will hold nine or ten open pocket knives. 


SIMMONS HARDWARE CO.), St. Louis 


What's your proposition on Keen Kut- 
ter Cutlery with the new easel displays? 
What do you mean by “balanced 
stock” of cutlery for fast turnover in 
this particular store. Give us details. 


You do not buy these easels. They are Keen Kutter mer- 
chandisers, furnished free with balanced assortments of 
Keen Kutter Cutlery, to help you sell. 

WOPD TORIAD... nc esircvcssveccscosvswes Make your windows and counters pay their rent—with dividends 
—on sales made by these new compelling Keen Kutter displays. 


SIMMONS HARDWARE CO. « St. Louis, Mo. 


The Recollection of QUALITY Remains Long After the PRICE is Forgotten...£.C. SIMMONS 
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\ AN EYE-OPENER THAT MADE HIM 
SEE THE WAY TO VOLUME BUSINESS 











] Hello, Fred. You’re sure a sight for sore eyes. How’s every- 


thing in the old burg? 


Not so hot, Charlie. But you’re looking prosperous enough. 
How are you making it? 





How come? I guess you didn’t go about it right. First you’ve 

3 got to put in a REAL painters’ line. You make Dutch Boy 
White-Lead the cornerstone. That’s really the most important 
part of it. 


Then what happens? 








Bought a nice little store over in Smithtown. Doing better than 
I ever did in my life. Getting a swell lot of painters’ business 
since I put in a painters’ line. 


Oh, I tried that a few years ago. Never got to first base. 





Don’t most painters use Dutch Boy? Don’t they use it all the 
time? When they come in to buy their lead they buy every- 
thing else they need from you. See the point? Believe me it 
runs into sweet volume business. 


Boy, what an eye-opener you are! Dutch Boy is starting my 
painters’ line—beginning now! 





PAINTERS’ BUSINESS is volume business. When 
they buy, they buy in worth-while quantities. The 
merchant who gets their business is the one who 
carries everything they want. One of the iteins 
they constantly demand is Dutch Boy White- 
Lead. So, when you make Dutch Boy the corner- 

stone of your painters’ line, you’ve taken the 





WHY DUTCH BOY SHOULD BE THE CORNERSTONE 


most important step in the direction of volume 
sales. The preference that exists for Dutch Boy 
White-Lead also extends to the other members 

of the Dutch Boy family listed below. 
NATIONAL LEAD COMPANY 

111 Broadway, New York 126 Oak St - Buffalo: 900 W 18th St., Chicago 659 a 
Serge” (eae: BUO"ER Set Sa PP" sn Land Cos GEM 


St., St. Louis; 224 
800 Albany St., National Lead & Oi! Co 


Soston: to. of Pa., 316 4th Ave., 
Pittsburgh; John T. Lewis & Bros. Co., Widener Building, Philadelphia. 





DUTCH Boy “7% WHITE-LEAD 


LINSEED OIL — FLATTING OIL — LIQUID DRIER — WALL PRIMER — COLORS-IN-OIL 
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FLO ENCE 


Ot (hanges 


Put in a “Cool Kitchens” window with this big Florence easel- 
backed poster. Full color—ties in with national advertising. 


and... 
starting early Fall, 





Hot weather makes mother “oil stove 
conscious” and makes father dig down in 
his jeans to buy that new Florence he’s 
been promising. 

July and August are good months to fea- 
ture the Florence Oil Range. Its clean, 
powerful heat is focused on the cooking; its 
rock wool insulated oven makes baking a 
pleasure on hot days. Cool kitchens make 
warm friends for Florence—good business 
in oil stoves for you. 

Tie up to Florence advertising with the 
big window poster. Cash in on the “Better 
Homes and Gardens” $3,000 prize contest 
with the special Florence display. Get your 
share of this profitable business. 





a big business for you 


in Florence eal Oil Burners and Heaters 


Cool weather makes mother “heater conscious”, and 
makes father dig down in his jeans to buy that new 
Florence Oil-burning Heater he promised /ast winter! 

Only —this fall he’s lucky, because the new Florence 
line is bigger, better—and offers greater value than 
ever before. Oil-burning heaters: circulating types that 
heat several connecting rooms; radiant heaters; range 
oil burners that transform an old parlor heater into a 
modern oil burner; range oil burners for kitchen coal 
stoves; a new oil-burning range complete with range 
burners; oil-burning water heaters... 

Keep your eye on Florence. Stick around—we’re 
going to play a “double header”! 


FLORENCE STOVE COMPANY 
GARDNER, MASS. ESTAB. 1872 


© 1934 by F. S. Co. 








WAIT'LL YOU SEE 
THIS LINE ! a) 
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ELECTRIC 
FARMS 





NON - 








USH power washers — because most of 
your farm customers have no electricity. 


Here's your big market—86% of U. S. — 
have neither high line nor light plant, and only 
10% of these have bought power washers. 
Some selling to be done — get busy! 


"WIRELESS 

will help you to sell gas engine washers. Our 
advertising, featuring “Wireless Power,” tells yout 
trade about washers equipped with neal 
Briggs & Stratton 4-Cycle Gasoline Motors — an 

that means 93% of all makes. 


You can profit directly from this farm aed _— 
tising (5,900,000 circulation monthly) if you wi 


Display Power Washers 


Use window and floor space to show customers that 
you handle washers equipped with Briggs & Stratton 
“Wireless Power.” | | 

Have your clerks point out this easy-starting — 
motor as a quality feature of the washer — proo 

that it’s good all through. 

Our advertising is reaching your trade. Hook your 


Sell to the 


86% 


MARKETS 












No high line or light plant 
needed. Just Step on the pedal 
— this 4-cycle motor Starts in- 
Stantly, runs quietly and smooth- 
ly, driving the washer easily, with 
plenty of extra power. 

It’s Briggs & Stratton “WIRE- 
LESS POWER,” used in the best 
washing machines. Look for it be- 
fore you buy — for a washer is no 
better than its power. Briggs & 
Stratton equipped means high qual- 
ity all the way through. 

This motor is backed by nation- 
wide service and a written guaran- 

tee. More of them in use than any 
other small gasoline motors. Abso- 
lutely safe and dependable. 


BRIGGS & 
STRATTON 


asoline Motor 
Me rall lal 






































Look for B & S Motors on pumps, 
Mowers, garden tractors, and oth- 
er equipment using 12 to 4 h. p. 
Mail this Coupon 3 
— oe oe oe oe oe oe oe oe oe oe 
Briggs & Stratton Corp., Dept. S6, Milwaukee 
Send Free Booklet —am interested in ‘‘Wirecess 
Power’’ and washing machines equipped with it, 


Address... 

























'‘Sendfor == 


FREE BOOKLET 


Our June Ad 
in National 
Farm Papers 









Get the Facts- 
MAIL THIS COUPON 


Roceel — — ee oe ee = ae ae ow 
J BRIGGS & STRATION CORP., Dept.A-5, Milwaukee 
Send list of Washing Machines equipped 
I with your motors—also further information 


TTON f on your ‘WIRELESS POWER” Campaign. 
BRIGGS & i RA j Firm Name 


ania a 


store up to it. Cash in on it. 





I Address—___ 
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U. H. Co. Loading Block No. 75 


Brass Jointed Shot-Gun Rod 16 to 28 gauge 
No. 9B 


i 
No. 246B Rifle Cleaning Brush C2» 














25-50 Cal. 


aa saaiinl 





’ 


EUREKA 
Shot Gun ; 
No. 248 Bristle and Brass Wire * Cleaning Rod and Implements U. H.-Co. 
Shot Gun Cleaning Brush No. 95 Wad Cutter 




















EUREKA Powder 


Mitltions Are Shooting - - 
and Shot Measure 


No. 20R @ Between six and seven million hunters in the 
= United States are licensed to shoot each year. More 
than eight hundred million shot shells, over one 
billion rim fire cartridges and about two hundred 
thousand center fire cartridges are manufactured 
EUREKA Recapper No. 1180B annually to supply the demand. Add to this, eighty 

8 to 28 gauge million clay targets yearly to supply the needs of 
skeet and trap shooters. 









@ What an army of shooters! What consumption 
of ammunition! What a market for shot guns, 
rifles, shells, cartridges and gun implements! CLEAN 
barrels are essential—“*UNION” Hardware Shot Gun 

















U. H. Co. ‘ . 
Handy and Rifle Cleaners do the job thoroughly—remove 
ag Closer hie Geet all dirt, lead and rust from breech to muzzle with- 





Shell Exactly out injury to the finest gun barrels. 
Alike 







@ Other Gun Implements for different purposes 
—all dependable, reasonably priced and profitable 
sellers. 










e Your Jobber Will Supply You 






U. H. Co. 






Common Sense 
Recapper 
mt. Send For Catalog Chiwate Corre 
No. 1186 Ne. 6 
: Reg. U. S. Pat. Off. iR 
Fe 933 DRECTOR uae Established 1854 





AGE us 
iS » TORRINGTON. CONN. *.Z.. 
New York Office 151 Chambers St. 















EUREKA Loading Set No. 141B Brass Rifle Cleaning Rod Genuine Tomlinson Cleaner 
No. 160 22-50 Cal. 8-20G and 410Ga. 
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Antique Bronze 
Brass - - - Copper 








HANOVE 


SUPER-APEX 


ctro -ZINC - plated 








A HIGHER QUALITY MERCHANDISE AT NO HIGHER PRICE 


ASK YOUR JOBBER 


HANOVER WIRE CLOTH COMPANY 


HANOVER, 


JUNE 21, 1934 


PENNSYLVANIA 
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Shortage of rainfall is nation-wide. Drought again prevails in many 
localities. Pools, streams, springs and other natural water sources 
have disappeared while old reliable wells have gone bone dry. 


With the water line gradually receding from year to year—with 
more water being used for home, farm and factory—the problem of 
a dependable water supply is a serious one. Already, many wells 
have been deepened, cisterns have been enlarged, and new wells are 
being drilled or dug to lower levels to meet the emergency. 


Myers Shallow and Deep Well Self-Oiling Power Pumps and Water 
Systems offer exceptional opportunities for dealers to secure the pump busi- 
ness in their localities. The completeness of the Myers line. Simplicity 
and mechanical perfection. Economical maintenance and operation. Re- 
liability of service. Favorable prices. All are important business building 
factors that lead to profits. 

Our Engineering Department is ready to assist you 
in solving water problems of your customers. Inquir- 
ies receive prompt attention. Write or wire. 


me F.E.MYERS & BIRO.¢s: 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS -HAY TOOLS-DOOR HANGERS 
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The L-O-F label helps you 
sell. It protects you and 
your customer. Leave it 
on. A blue label marks 
double strength glass 
and ared one marks 
single strength. 


Libbey-Owens:Ford lehrs are five to 





six times longer than any others used in 
the glass-making industry. L-O-F Quality 
Glass, therefore, receives a slower, more 
perfect annealing. This makes it less 
brittle. It is, consequently, easier to cut 
than other brands. There are fewer lights 
broken in handling and cutting to size. 
Naturally, the glass department shows a 
greater net profit. If that’s what you want 
...and it certainly is, or you wouldn’t be 
in business... it will pay you to concen- 
trate on L-O-F Quality Glass. Don’t for- 
get glass is one of the longest profit items 
you stock. Make sure you keep the profit. 


LIBBEY -OWENS-FORD GLASS CO. 
TOLEDO, OHIO 


Hardware Merchants who 


keep an eye on their books are 


concentrating on the glass with the 














LIBBEY: OWENS: FORD 
L QUALITY GLASS 
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the MERCHANDISE 
DIRECTORY 


> = 
4) that Hardware Buyers 
} Swear By ana Use Constantly ”*’ 


THE 1934-35 EDITION 
NOW IN PREPARATION] 






nie The ONLY Buyers Guide 
Annual th 
DDG d-Yor coy aime \ bebeedol-b4 adeens 
of HARDWARE AGE Hardware Field 
published Sept. 27, 1934 (and a good one too) 


The 


ceViho Wakes Jt”? 


Issue 


. As « Directory it is as thorough and complete a directory of sources for hardware 
and related merchandise, as constant year-round research and 
checking by a trained staff can make it. 

* As a Catalog jt is a consolidation and condensation of Manufacturers’ Catalogs. 
The products of 223 manufacturers including most of the outstand- 
ing concerns and representing a very wide variety of merchandise, 
are illustrated and described in the current issue. The products of 
many more manufacturers’ will be featured in the catalog section of 
the next issue, making it even more valuable for the hardware buyer. 


The “Annual Directory Number’ will come to you as the Septem- 
ber 27th issue of Hardware Age on your regular subscription. 


© If you are not a subscriber to Hardware Age or if your subscription is expir- 
ing remit $1.00 with the coupon below and your subscription will be entered 
or renewed at once. 


Hardware Age, 


239 West 39th Street, Date 
New York, N. Y. 

Enclosed is my remittance of $1.00 for which please enter my new ....... (or renewal ....... ) subscription to 
Hardware Age for one year (twenty-six issues including the “Annual Directory Number” to be published September 
27th). 

Name 
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McKINNEY 


GARAGE HARDWARE AND COMPLETE SETS 
for RESIDENTIAL and COMMERCIAL SERVICE 











McKINNEY “Around the Corner’ Door 
Sets are available in Three and Four Door 
Units for entrances of 8 and 10 and 12 
foot widths. Only 5 inches minimum head 
room required. Side wall space 4 inches 
minimum. 





McKINNEY Sliding-Folding Door Sets are 
applicable to all garage door openings 
from 8 feet to 18 feet in 2, 3, 5 and 6 
door panels of equal width, necessary head 
room 7 inches. 








McKINNEY Overhead Doors slide silently 
upward on an overhead rail ... . entirely 
out of the way ... . balanced design and 
rubber rollers combine to make it easy to 
operate .... assures a perfectly weather- 


tight closure ... . an artistic door that 
lends itself to architects’ and builders’ 
specifications. 


All necessary hardware of McKINNEY 
Door Sets including track are packed in a 
strong wooden box ready for attachment 
to garage and doors. 


JUNE 21, 1934 


McKINNEY offers to the hard- 
ware trade five outstanding sellers 
in Garage Door Sets . . . each one 
with specific advantages that will 
appeal to all types of buyers... 
each one time-tried and time- 
proved . . . incorporating sound, 
practical features of design and 
construction, refined and im- 
proved by years of progressive 
development. 


These McKINNEY Door Sets give 
your customers a choice of the 
very popular sliding “Around the 
Corner” type... the Sliding-Fold- 
ing Door type . . . “Under the 
Header” . . . the Swinging type 
and the smooth, silent Overhead 
Door Type 


The tracks, trolleys and hinges 
are all made to the traditional 
standards of McKINNEY quality, 
a name that enjoys the confidence 
of critical buyers of hardware the 
country over. 


Check up your stock—and see 
your jobber today. Remember, 
the peak of the automobile season 
is the time to push McKINNEY 


Door Sets. 


MeKINNEY 


MANUFACTURING CO. 
N.S. PITTSBURGH, PA. 





BRACKETS 


we 


Wrought Steel Brackets for Trolley Track 
No. 8000—ceiling track brackets are slot- 
ted .... permitting ease of installation. 





Trolley Track No. 8000 Standard track 
lengths 3, 4, 5, 6, 7, 8 9, 10 feet .... 
made of No. 16 gauge steel finished in 
black Japan. Packed 4 pieces to the 
bundle. 


Roller Bearing 
Trolley Hangars— 
designed with bev- 
eled edged wheels 
with wide tread 
insuring a mini- 
mum of friction 
-+.. for all types 
of doors up to 
300 Ibs. each. 


Sales Offices in the 


Principal Cities 
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GRINDING WHEELS 


Completely Planned 
for the HARDWARE TRADE Y 


ALUMINUM OXIDE ABRASIVE | 


VITRIFIED BOND 
QUALITY WHEELS IN 
INDIVIDUAL CARTONS 


Vv Our GRINDING WHEEL HANDBOOK 
containing years of wheel experience 
MAKES ALL SIMPLE AND CLEAR. 


Ask your Jobber’s Salesman 
to show you this line of high 


quality grinding wheels. 


ASSORTMENTS 
IN 

* BRIGHT, COLORFUL 

DISPLAY RACKS 





TROY, N. Y., and BRANCHES 
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Manufacturers of Quality Abrasives Since 1872 


SALES REPRESENTATIVES IN THE UNITED STATES 
FOR NORTON PIKE PRODUCTS 


GRIFFIN 


HINGES 


AND WROUGHT STEEL 
HARDWARE 


Door, Butts 
Strap and Si 
Tee Hinges la 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 


Safety Hasps 
Hinge Hasps 
Door Handles 


ff 
SD} 
' 


Garage Hardware | . 


Corner Irons 
* 


Corner Braces 


Cellar Window Sets 


Back Flaps 
Chest Hinges 


Screen Door 
Hardware 


® 
Send for catalog describing 
these and other items. 








ERIE, PENNSYLVANIA 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St 
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The Laboratory, : 















From the very beginning—American Steel & Wire 
Company Fences have been developed with the full 
aid of laboratory and metallurgical tests. We are 
proud of the outstanding qualities that such tests 
demonstrate—but, we know that the great preference 
shown for this product is not the result of these claims. 
Instead—Zinc-Insulated Fences are purchased by a 
majority of farmers because they have stood the test 
of time—actually proved their ability to render longer 
and more economical service. From a sales standpoint 
—actual demand is worth countless reams of theory. 
Sell Zinc-Insulated Fences—feature them prominently 
—let past performance build volume for you. 





American Steel and Wire Company 
Zinc-Insulated Fences, Steel Fence Posts and American 
Steel Gates have definitely established themselves 
as the fastest selling items in their respective fields. 








AMERICAN STEEL & WIRE COMPANY 








208 South La Salle Street, Chicago SUBSIDIARY OF unre JS states STEEL CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Stee! Products Company, New York 
JUNE 21, 1934 - 








NEW DISPLAY - NEW PACK 
Sells More 


KLEINS 


Genuine Kleins are now fur- 
nished mounted individually on 
attractive display cards, and dis- 


played in this modern manner 
they will mean bigger sales for 
you. Your customers are inter- 
ested in good tools—they can be 
sold good tools. Feature these 
new Klein Pliers with this new 
packaging to your customers— 
see how your quality tool sales 
improve. 


Mathias & Sons 


3200 BELMONT AVENUE 


ack 
ea / 









AND 


SHRUBBERY 


WHEN used as a spray, “Black Leaf 40” kills insects 
that damage flowers and shrubbery. Its double 
killing action—by contact and by fumes—gives it a 
tremendous advantage over non-volatile insecticides. 
Easy to use—economical, a little makes a lot of spray. 
“Black Leaf 40” has many other uses which increase 
demand and build profits for you. 

Directions for various uses on the labels or in FREE 
booklets we furnish for your customers, 

Check your stock. Many uses, nationally advertised, 
are creating a year round demand for “Black Leaf 40.” 
Get set for the profits this makes possible. Your 
jobber carries “Black Leaf 40.” 


TOBACCO BY-PRODUCTS & 
CHEMICAL CORP., 
INCORPORATED 


Free Display Material 


Ask for the ‘‘Ad-pack,’’ our 
FREE display kit. 

tains counter displays, 

lets, spray y 

ads and other material to 
ald in making more sales 
for you. Write for it today. 


PROTECTS 
» FLOWERS 


The large display card above in 
attractive furnished 
without additional cost. Klein 
Pliers are mounted on attractive 
display cards shown at the right 
at no additional cost. 


colors is 

















STOVE Gm 
BOLTS 


Stove, Tire, Sink BOLTS— 
Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 
Special Automatic Screw 
Machine Products 
U.S.S., S.A.E. Plain, S.A .E. Cas- 
tellated NUTS—Jack, Plumb- 
ers’, Register, Safety, Furnace, 
Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 


THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: 
New York 


Chicago 
Philadelphia 
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Below—special 
closing feature 


Above—note 
rabbeted joint 


National hard- 
ware is sold 
direct to the 
retail dealer— 
a policy that 
promotes qual- 
ity, service and 
direct selling 
cooperation. 


NATIONAL 
MANUFACTURING 
COMPANY 
STERLING - ILLINOIS 
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A DOOR ACTION 
AS MODERN AS 
THE LATEST 
MOTOR-CARS! 


O wonder this popular-style door has 
created such a sensation; it represents the 
most advanced ideas in hardware designing. 


soo National °s" 


brings new conveniences to the motorist. With 
it doors open and close with quick precision— 
without effort, without strain. The heaviest doors 
move with the utmost ease, due to the principle 
of perfect counterbalance furnished by the heavy 
vertical-spring mechanism. 


This type of set allows the doors to glide up and 
roll away overhead where they are safe from 
damage, leaving full head clearance of the door 
opening and full use of the floor area—a modern 
idea in door efficiency. 


Doors are furnished completely glazed and with 
hardware mounted in place. Installation is quick 
and simple. A special cam closing feature which 
holds doors firmly closed and rabbeted joints to 
exclude moisture are further reasons why builders 
everywhere insist on National. 


Further information for sales 
representation sent on request. 
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How 


GENERAL 

3 ene ane 
a a Oe 
sell more 


lamps 








People /00R For THE DEALER WHO 
SELLS GENERAL ELECTRIC MAZDA LAMPS 





DO THESE 3 THINGS AND YOU WILL 
SELL MORE LAMPS 


1. Put in the General Electric MAZDA lamp display every 
time you receive it. 


2. Take our current_ magazine advertisement and build a 
massed display of General Electric MAZDA lamps around it. 

3. Ask people to buy. Every home needs more and higher 
wattage lamps. 














Your customers look for this MARK 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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How many people pass your store? 

How can you bring more of these people into 
your store? 

The second question is more important than 
the first. 

And here is one answer to it: 

You can bring more people into your store by 
displaying General Electric MAZDA lamps in 
your window. 


For 3 out of 5 lamps sold today are of 


' General Electric manufacture. People look 


for the store that sells them. The reasons? 
General Electric MAZDA lamp quality— 
which means “Good Light at Low Cost”— 
and General Electric MAZDA lamp advertising. 


300,000,000 General Electric messages of 
“Good Light at Low Cost” will appear in 
1934. This advertising will reach 4 out of 5 
homes in your neighborhood. Sign your name 
to it by taking the three simple steps mentioned 
in this advertisement. General Electric 
Company, Nela Park, Cleveland, Ohio, 
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Sales of ATKINS SILVER STEEL SAWS continue 
in the lead. 


No other saws can match ATKINS fine workmanship, 

fast, accurate cutting or long life. And our fair jobber- 
dealer distribution policy is 100% satisfactory so that nothing 
can be more desirable for you to handle than ATKINS. 


Reports from retailers in all sections of the country indicate 
a vast turnover on ATKINS hand and other saws, saw tools, 
files, etc. Up-to-date retailers should appreciate selling the 
BEST at a fair price, thereby making satisfied customers. 

It may be necessary to have some low-priced tools on hand 
to satisfy a certain demand, but as fast as the artisans secure 
jobs they are able to spend money—and they like to buy the 
best. So it pays in the long run to sell the ATKINS SILVER 
STEEL line. Proper patterns are made to satisfy the needs of 
the best carpenters in every section of the country. 

Order today from your regular jobber—or write to us if they 
won’t supply you with ATKINS. 


E.C. ATKINS AND COMPANY 


"The Silver Steel Saw People" 


Home Office and Factory, 410 So. Illinois St., Indianapolis, Ind. 
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Immediate Resumption of Building 
Needed in Seven of Ten Cities 


Serious housing shortage in near future. Among exist- 

ing dwellings: 20% require structural repairs; 4% 

unfit for use; 44.5% lack running hot and cold water; 

24.3% lack indoor toilet facilities, and 34.8% are with- 

out bathtubs, Government study shows. Federal effort 

to revive building industry promises huge hardware 
market. 


By WILLARD L. THORP* 


Director, Bureau of Foreign & Domestic 
Commerce 


Editor’s Note: In the last issue (H. A., 
June 7, Page 52), L. W. Moffett reported 
objectives and progress in the proposed 
National Housing Bill, which seeks to 
create flexible Federal machinery to finance 
and assist the construction industry into 
resumption of activity. If successfully de- 
veloped such government activity should 
provide extensive reemployment and offer 
volume sales opportunity for hardware, 
tools, building supplies, paints and related 
goods distributed by the hardware trade. 


OR months there has been dis- 

cussion in Washington about 

giving aid to building. But as 
soon as several people got together 
to discuss the problem, they would 
quickly divide into two groups— 
those who believed that there is al- 
ready a surplus of buildings avail- 
able and those who said that there is 
a real housing shortage imminent, if 
not already present. 

Those who claim that there is a 
surplus point to the great activity 
during the years 1923 to 1929, the 
high percentages of vacancies re- 
ported in most cities, and the fact 
that rents have fallen considerably. 
All these evidences indicate, they 
argue, that we are well supplied with 
housing facilities, and it would be 
absurd for the Government to en- 


i *From an address made at Hot Springs, Ark., to the 
Southern Hardware Jobbers’ Association and the Amer- 
ican Hardware Manufacturers’ Association joint conven- 
on. 
Since delivering this address Mr. Thorp has re- 
linquished his government post to return to Amherst 
ollege. 
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deavor to encourage activity in this 
field at the present time. 

On the other hand, others claim 
even more vehemently that a short- 
age exists. They claim that the post- 
war activity did nothing more than 
make up for the preceding lean dec- 
ade. They say that the high per- 
centages of vacancy are misleading, 
being more than offset by doubling 
up and delayed marriages, so that 
with the return of prosperity and the 
consequent social readjustments, the 
shortage will become uncomfortably 
apparent. Finally, they allege that 
many houses now occupied are in 
fact not fit to live in. 

To find the real facts, the Bureau 
of Foreign and Domestic Commerce 
undertook (with the aid of Civil 
Works Administration workers and 
funds) to make a complete survey 
of every dwelling in 64 cities, scat- 
tered about the country, at least one 
in each State. The field work is now 
completed and many of the returns 
are already tabulated. For the first 
time, it is possible to answer the 
questions which must be answered if 
one desires to have an_ intelligent 
program in the field of construction. 
Had material of this sort been avail- 
able in the past, I doubt if we would 
have had quite such extreme fluctua- 
tions in the building industry. 
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We have collected data which may 
be summarized briefly under five 
headings. First, there is general de- 
scriptive information about each 
structure, materials of which built, 
number of rooms, age, its physical 
condition and the like; Second, de- 
tails concerning its improvements, 
facilities and utilities, etc.; Third, 
items concerning occupancy, vacancy, 
and crowding; Fourth, data concern- 
ing rents; and Fifth, information on 
various miscellaneous subjects need- 
ed by other government agencies. 
Every building unit is described on 
a separate line of the enumerator’s 
schedule, and therefore we can make 
analysis according to any combina- 
tion of items desired. In addition to 
the general survey, we are making a 
special investigation of about 10 per 
cent of the dwellings, studying the 
financial structure which underlies 
them, based upon information con- 
cerning mortgages, taxes, its income 
record and the like. 

The tabulation of results has pro- 
ceeded far enough so that it was pos- 
sible for me to have prepared a pre- 
liminary summary of the results for 
10 cities to report to you this eve- 
ning. Of course 10 cities may not be 
a sufficient sample to provide an ade- 
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quate basis for generalizing about 
the entire country, but they represent 
wide geographical differences and 
give some indication of what the re- 
sults of the entire survey may be. 

There can be no question but that 
the most significant result is that the 
returns for these cities indicate real 
need for immediate revival in the 
construction industry in seven out of 
the 10. Taken as a group, these 10 
cities reported slightly over 111,000 
dwelling units. Of this total, 8424 
were vacant when the survey was 
made. However, there were 9002 
cases of families which had doubled 
up. Unfortunately, we have no rec- 
ord of what might be called the 
normal doubling up, but there can be 
no doubt but that the large part of 
the present situation is temporary, 
due to depression incomes. How- 
ever, if we make an allowance for 
normal doubling up, we must also 
make an allowance for normal 
vacancy. We do know that any 
healthy housing situation has a 
normal vacancy of perhaps 6 per 
cent. If one adds the fact that 3512 
of the dwellings were reported as 
“unfit to live in,” it is even more ap- 
parent that this preliminary data in- 
dicates that there is danger of a seri- 
ous housing shortage in the near 
future. 


Great Need—Great Market 


As I told you before, an attempt 
was made to classify the structures 
according to their condition. About 
4 per cent were reported as “unfit to 
live in,” 20 per cent as needing struc- 
tural repairs, 36 per cent as needing 
minor repairs, and only 40 per cent 
are in good condition. Here is a 
great need and a great market, the 
repair and improvement of present 
dwellings. In every city for which 
we have as yet completed our reports, 
at least two out of every five dwell- 
ings offer the opportunity for defi- 
nite repair or renovating. 

The details concerning heating are 
interesting, but must be 
discussed in the light of the loca- 
tions of each city. However, the fact 
that only slightly more than half. 
55.5 per cent of the dwellings, have 
both hot and cold running water, 
gives cause for thought, and 14.1 per 
cent have no running water at all. 
Getting a bit more personal, I must 
report that 24.3 per cent of all the 
dwellings have no private indoor 
water closet, and 34.8 per cent have 


extremely 
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neither tub nor shower. In one city, 
these percentages run as high as 42.8 
per cent without water closet, and 
50.2 per cent without tub or shower. 
Approximately one-half of the dwell- 
ings have neither gas nor electric 
cooking. 


Greater Employment 


This is only an indication of the 
type of information which we are 
busily putting in order in Washing- 
ton at the present time. It indicates 
a market, a tremendous market, and 
one which, if tapped, will not only 
result in employment for hundreds 
of thousands, but will contribute for 
years to the health and welfare of 
the citizens of this country. For 
months, the Federal Government has 
been studying ways and means of 
stimulating activity in this field. Now 
we have the facts. If these 10 cities 
are a fair index of the total, they 
offer convincing evidence that the 
government, industry and financial 
institutions must cooperate to bring 
about rapid activity in the field of 
housing. 

You all know that the construction 
industry is one of alternating periods 
in the castle and the poorhouse. It 
has never achieved stability in the 
past, and we can be very certain that 
unless some changes are made in its 
character, we will sooner or later 
witness another of those speculative 
booms which leads directly to dis- 
aster. In fact, there is no better il- 
lustration of an industry in which 
the supposed economic controls of an 
individualistic competitive society 
fail to function. What are these con- 
trols? The first is price and the 
second is the financial mechanism. 
Presumably, when there is a short- 
age of something, prices rise and 
encourage its production, while a 
surplus lowers prices and discourages 


production. The important price in 





this instance is rents. While rents 
may, in the long run give some sta- 
bilization in the field of housing, 
ihey tail miserably over shorter pe- 
riods. 

Rents are notoriously slow to re- 
act to outside influences. Not only 
is there the inertia of annual con- 
tracts and long-term leases, but new 
construction is bound to be slow in 
affecting the rents, determined as 
they are by the total supply and de- 
mand of structures. Consequently, 
wide swings in construction have 
only slow effect on the rental situa- 
tion. Then again, the period re- 
quired to complete new buildings is 
so long that it is possible to obtain 
an excess of construction before it 
affects the market. Finally, the situa- 
tion is confused by the fact that we 
are not dealing with a standardized 
product, but rather with one where 
changes in style, shifts in taxation, 
or the growth of blighted areas can 
alter the total picture very rapidly. 

Likewise, the field of finance, which 
supposedly aids in controlling eco- 
nomic activity, has not always been 
a factor making for stability and 
regularity in this field. Most new 
construction rests upon credit. But 
credit is a general term for loans 
made for many different purposes. 
Conditions quite apart from the real 
estate situation may affect the credit 
market and in turn influence the be- 
havior of construction. There has 
never been any serious attempt to 
use the financial mechanism as a 
method of evening out the wide 
fluctuations in activity in the build- 
ing field. I cite this illustration not 
because I think that it is unfamiliar 
to you, but to indicate that we must 
be thinking beyond the mere elements 
of immediate recovery. I am sure 
that we all desire no temporary re- 
turn to prosperity but a condition 
wherein security and welfare will 
persist. 


See pages 14 to 17 of the 1933 
Directory Number of Hardware 
Age for a Glossary of Builders’ 
Hardware Terms, prepared espe- 
cially for and published exclu- 
sively in the “Who Makes It’’ 
issue of this publication. 
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Just Among Ourselves 


Speakers Stop Light— 


N electrical device, now avail- 
A able, warns speakers that 
their time is up. A red light 
flashes and the spell-binder is sup- 
posed to bring his remarks to a close. 
If he is color blind, or otherwise 
impervious to the gentle hint, a buz- 
zer which gradually increases in 
volume and annoyance tells the 
world that the speaker is through 
even if he doesn’t know it. A clock 
arrangement, enables the chairman 
to set a dial giving the allocated time 
for the message. Having had my 
own ears wearied many times by 
speakers lacking terminal facilities 
I am strong for this new device and 
recommend its inventor for a Nobel 
prize or equivalent. The benefactor 
of mankind who produces this prod- 
uct commercially, also merits some 
award, perhaps cash collected by 
“passing the hat” at the first dinner 
or convention which uses the device. 


Pep Talks— 


More welcome news for the listen- 
ers comes from NRA. Hereafter, em- 
ployees kept overtime for the pur- 
pose of hearing “pep talks” by sales 
promotion managers, builders of 
men, alleged psychologists or just 
plain hot air merchants, will have to 
be paid on the overtime basis. 
Hooray. Ah, but there is a catch 
—one of those “and/or” conditions 
in this ruling. If it can be proved 
that such store meetings, staff meet- 
ings, etc., are held for social and/or 
educational purposes there will not 
be overtime pay. But if one of these 
two “and/or” conditions can not be 
proved, NRA says such listening is 
work and must be subject to over- 
time compensation. 


Added Increment— 
‘NDER this title, Columbia 


Broadcasting System has _is- 
sued an attractive, expensive booklet 
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By CHARLES J. HEALE 


Editor, Hardware Age 


to encourage advertisers from news- 
papers to radio. Highlight of ap- 
proach is printed claim “Radio ad- 
vertising, by its very nature, can 
exploit—powerfully, intimately and 
permanently—the TIME HABITS of 
the public.” Elsewhere this booklet 
states: “The advertiser’s (radio ad- 
vertiser’s, of course) franchise upon 
a given period, on a certain night or 
nights, then becomes, in reality, a 
franchise on a segment of the lives 
of millions of consumers — a fran- 
chise on their attention and their 
interest in the intimacy of their own 
homes.” So, we learn that our very 
lives, our home life is definitely pur- 
chasable. A franchise on our com- 
fort, our evening at home with the 
family, may be had. If so, we are so 
many guinea pigs and I revolt, al- 
most to the point of pledging my 
complete non-support to the radio 
advertiser who persists in blatant, 
brass lunged, high pressure, ridicu- 
lous claims, unimportant evidence 
and the too common run of absolute 
moronic silly urges for my patron- 
age. Like an unnamed Frenchman 
once said: “No generalization is 
wholly true, including this one.” But 
there are too many awful advertising 
blasts sandwiched into choice bits 
of otherwise good radio programs. 
I doubt that sales are accomplished 
thereby despite admitted volume re- 
turns in the form of requests for free 
samples. 


Mother’s Day— 


A beautiful thought were it not 
for the fact that it is kept alive 
strictly for merchandising purposes. 
Window placards, newspaper adver- 
tising and circulars urge sending 
flowers to Mother; buying her candy; 
calling her on long distance tele- 
phone; buying her a house dress 
(why not a washboard?) ; or taking 
advantage of a special low rate bus 
fare for visiting. The worst came 


over the radio, early that Sunday 
morning. A voice I mistook for 
poetic recited the immortal “Mother 
O’ Mine.” Before the speaker had 
caught another breath following the 
phrase about being hanged from the 
highest hill, his voice changed tone 
and said “Remember, Goldbergs is 
open Sundays. You walk up one 
flight and save ten dollars on a suit 
or topcoat.” I don’t know this Gold- 
berg, but if he truly has a franchise 
on my life I am certainly sunk. There 
are good programs on the radio, fine 
music, recognized talent. good talks 
and generally useful, educational fea- 
tures. We must not let them go but, 
as citizens, we should seriously con- 
sider some form of control on the 
extravagant advertising notions of 
many radio program sponsors. If we 
don’t, radio is due for a serious set- 
back which will injure a good in- 
dustry employing many hundreds 
and furnishing a profit channel for 
many retail hardware merchants. 


Goodwill— 


Says Owen D. Young in a message 
to all General Electric employees: 
“Let us not forget that anyone who 
will visit us, anyone who will call 
us on the telephone, anyone who will 
seek our aid, offers to us the privilege 
of creating goodwill for the General 
Electric Company. Let us not throw 
away that privilege. Let us not re- 
buff the man who gives us this op- 
portunity.” Here is a good text for 
retail hardware merchants. The man 
who wants to sell as well as the man 
who may buy are both valuable as- 
sets to the business. Were it not for 
the seller there would be little incen- 
tive for the buyer. Let the dealer 
beware when salesmen stop calling 
at his store, for it suggests that his 
credit is poor, or his merchandising 
sense is uninteresting. Remember 
this the next time you greet a sales- 
man. 
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Retaining Only Labor Provisions 


Service Trades Codes Revisions 


by L. W. Moffett 


Washington Representative of 
Hardware Age 


ROPPING all but labor pro- 

visions in the service codes by 

the NRA was a_ necessity. 
Turning point that it is, it is a move 
toward simplification. Bogged down 
with intricacies and ramifications, 
NRA was plainly getting into a jam. 
It was quickly leading to confusion 
and unless it took steps to extricate 
itself there appeared to be good rea- 
son for widespread talk that NRA 
was “cracking up.” 

These service codes are estimated 
to have required 75 pef cent of the 
time, personnel and money of NRA. 
The strange thing is that NRA ever 
permitted itself to be burdened with 
them. Apparently the reason was 
seen in excessive ambitions of the or- 
ganization to bring within its baili- 
wick every little business, whether 
intrastate or interstate. Probably, 
too, these industries sought the na- 
tionalization of their codes and fell 
in with the unfortunate habit of 
hastening in hordes to Washington 
with their troubles instead of either 
curing them themselves or leaving 
the job to the states of local com- 
munities. 

In a chiding tone, the action of 
NRA with regard to service codes 
has been called a retreat. Retreat 
it may be. But it is also courage, 
sensible recognition at last of the 
absurdity of trying to control every 
kind of business activity, from the 
pressing of pants to the trimming of 
hair. It simply could not be done, 
short of having a detail of police at 
each dry cleaning establishment and 
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Action shows trend back toward original NRA purposes, 
says L. W. Moffet, who believes retail codes will continue 
for the present. Urges retail groups to prepare for pos- 
sible similar elimination of trade practices in retail 
codes and to anticipate changes under full return of 
anti-trust laws. Finds continued price control uncertain, 
even in simplest NRA form. 





L. W. MOFFETT 


barber shop and related service “in- 
dustries.” ' 

NRA does not term this action as 
the elimination of service codes. Of- 
ficially, by the President’s executive 
order, it is a suspension of the fair 
trade practice sections of the codes. 
Under the order these trades will 
continue to be bound by provisions 
establishing maximum work hours 
and minimum wage rates, guaran- 
teeing the right of collective bargain- 
ing, banning child labor and reserv- 
ing to the President the right to 
cancel or modify any code or agree- 
ment. Members complying with these 
provisions will be entitled to display 
the individual Blue Eagle of their 
trade. Local or regional fair trade 
practice codes can be set up if 85 
per cent of the members of the af- 
fected trade agree on schedules to 
be approved by Administrator John- 


son. Those not agreeing can’t have 
the Blue Eagle. 

This move obviously still continues 
to give NRA and the President a de- 
gree of jurisdiction. But in reality 
the purpose intended is that the ser- 
vice trades govern themselves. The 
NRA does not propose to go to court 
to prosecute violations. It only pro- 
poses to remove the Blue Eagle in 
cases of proven violation. 

Most significant in this step is the 
trend back to the original purpose of 
NRA, when overweening ambition 
had not overtaken it. This was to 
codify some 10 big industries, em- 
ploying about 70 per cent of the 
nation’s workers, and place them un- 
der simple provisions. As called 
for by the act itself they would in- 
clude maximum hours, minimum 
wages, and the collective bargaining 
section. In addition a few simple 
trade practice rules were contem- 
plated. 

But the codification move took on 
the force of a torrent and the width 
of the land, and codes have become 
loaded down with provisions not con- 
templated at the outset with result- 
ing headaches for the NRA, and for 
many industries as well. There is 
still much doubt as to the consti- 
tutionality of many of these codes, 
large and small alike, and determina- 
tion of this troublesome question 
hardly has been started. 

NRA has said retail codes will be 
continued. No doubt they will be 
for some time at least. The retail 
trades as a whole want to be codified 
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and would protest bitterly if NRA 
removed jurisdiction over them to 
the extent it has moved away from 
the service trade codes. Neverthe- 
less, and despite NRA legal opinion, 
there is much doubt as to the NRA’s 
authority over retail trades. There 
are, to the layman at least, many 
peculiar legal quirks given to the es- 
sentials that go to make up intra- 
state and interstate commerce and 
those supporting retention of retail 
codes attempt to make the point that 
retail trade is interstate commerce, 
though perhaps the general view of 
legalistic minds and interpretations 
of courts decidedly would not uphold 
this view. 


Possible Changes 


It might be well, however, for re- 
tail interests wishing to keep good 
features of codification to bear in 
mind that even if they are not re- 
moved from NRA jurisdiction, the 
Recovery Act itself is scheduled to 
expire in one year. Its reenactment 
is, of course, a matter of speculation 
at this time. Judging from the vigor- 
ous criticism of NRA that developed 
in Congress as the result of the 
Darrow-Johnson-Richberg brawl, it 
would appear to be a good guess that 
reenactment would not be assured by 
any means. Therefore, retail lines, 
it is urged, would do well to pre- 
pare for this possible change and so 
far as conditions as reflected by full 
return of the anti-trust laws are con- 
cerned, to maintain what they con- 
sider are essential to good practices. 
Many writers and speakers, antici- 
pating this change, with, perhaps, an 
unwarranted degree of assurance, say 
the code practices will be maintained 
even if the law is scrapped. Actually 
they could not be continued in their 
present form without protection of 
the Recovery Act provision giving 
a degree of immunity from the anti- 
trust laws. Perhaps the only things 
that could be safely continued would 
be fair trade practices, and some of 
them likely will have to be trimmed. 
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These long ago were set up under the 
Federal Trade Commission and may 
go back to it after NRA goes out of 
existence, as many think it will after 
the Recovery Act expires. Likely, 
the Department of Commerce and 
the Department of Justice would 
carry on other work of NRA, if this 
work is to be continued in its present 
form. 

Price provisions, it would appear, 
could not be continued in the absence 
of protection afforded by the Recov- 
ery Act. There is indeed now a 
strong drive against any kind of 
price provisions, even the simplest 
NRA protection making it a violation 
to sell below cost. Call it a return 
to cut-throat competition or what- 
ever it may be called, this drive 
against price provisions is gathering 


force and was stimulated by the Dar- 
row report, intolerant and loosely 
drawn as it was. At the present the 
price provisions of NRA are under- 
going a study by order of the Presi- 
dent. The personnel of the commit- 
tee making the study reflects im- 
portance the President places on the 


subject. The committee consists of 
three cabinet members, Attorney 
General Cummings, Secretary of 


Commerce Roper and Secretary of 
Labor Perkins and General Hugh S. 
Johnson. 

It will take about two months for 
staffs of the committee to make the 
report but when it is reported it may 
mark for the first time a definite 
price policy by NRA. It also may 
see some rather sharp revisions in 
existing price provisions in codes. 





NRA Rules Cost To Retailer 
Computation Should Include 
Federal Excise Taxes 


State Sales Taxes May Not Be Included in Computing 
“Cost to Retailer” 


(From Our Washington Bureau) 


EDERAL excise taxes should be 
considered by members of the 
retail trade when computing costs 
in accordance with the loss limitation 
provision of the retail code, but sales 
taxes imposed under state laws need 
not be considered, Division Admin- 
istrator H. O. King ruled on June 9. 
The question was brought to the 
administration by the code authority 
as a result of some confusion among 
members regarding the exact proce- 
dure that should be followed in com- 
puting costs. It was explained that 
certain members had included dis- 
counts which are sometimes given 
them based on articles yet to be 


ordered and had also failed to con- 
sider federal and state taxes. 

The ruling Was given that cost 
to the retailer means actual net cost 
less trade and cash discounts, or cur- 
rent replacement cost, whichever is 
lower, but does not include discounts 
contingent on a volume of business 
yet accomplished. 

On the question of including taxes 
it was held that “cost to the retailer 
includes the amount of the federal 
excise taxes imposed under the pro- 
visions of the Revenue act of 1932,” 
but that the cost to the retailer “does 
not include the amount of any sales 
taxes imposed under the laws of any 
state.” 
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Clever Stunt Windows for 














you CAN BE COMPORTABLE AS Well AS 
WITH THESE HOT WEATHER ITEMS 


This is the foundation of inter- i = - 
changeable display fixtures used in ih a, ae 
the window sketched at the right. i 
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WHITE ONL CK } | 
Cur ro atone | | T no time may window displays 
ororeung. | A that are cleverly executed 
yh + : attract more favorable atten- 
| tion than in hot weather. A humor- 
REAR View ous twist seems to be appreciated 
Pitune Cur ono as a fresh breeze from the ocean. 
BACKED UP WITH And you can definitely suggest cool- 
FEE TNG MACHINE es veo are? ness and comfort in your windows if 
ano Borrom To THE you will follow these suggestions. The 
This chart will make drawing of the , a mi. * — suggestion on this page, for example, 
background figure easy. Use five- is a motion display that gives an at- 
inch squares. : tention compelling illusion of a man 


ke 5" _ shivering. With the aid of an elec- 

tric sewing machine, some cool blues, 
greens and white, you can stop peo- 
ple in their tracks. It is not as com- 
plicated as some less altractive win- 
dows. The figure of the man is sim- 
ple—a show card man can do it to 
perfection. The central panel in the 
background has a shadow box type 
of opening and a simple bit of white 
oilcloth cut to resemble icicles is 
tacked securely across the top of the 
opening. Your figure is attached to 
the shaft of the sewing machine and 
there you are. The motion of the 
machine makes the fellow transmit 
many degrees of coolness straight to 
the imagination of the onlooker. 
Naturally this state of mind is re- 
ceptive to the sort of merchandise 
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DONT LET YOUR 
PORCHGO 


the Hot Weather... 


Deas it rego 


WITH NEW 





FURNITURE 














you are offering—fans, thermos jugs, 
ice-cream freezers, etc. 

The other window will appeal to 
the summer shopper, too. And it is 
very economical, if you have made 
the HaRpwarE AGE interchangeable 
display fixture units, for which a 





Wimberly & Thomas, Birmingham, Ala. 
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sheet of building instructions is avail- 
able for the asking. Bright green, 
orange and black seat covers on the 
chair and swing will put zip in your 
display. The show-card man again 
can make your customers smile with 
the easily drawn nudist figures. Our 


cuT7 





Seale to suit your requirements and 

cut in half. Then tack the shaded 

portion as shown in sketched win. 
dow design. 








The interchangeable display _fix- 
tures as used in the window at the 
left, above. 


artist contrived to keep you out of 
trouble with the fussy folks by show- 
ing no more than a bathing suit 
shows of the cute little nudists, too. 

Another warm weather window 
suggestion is that used by Wimberly 
& Thomas, Birmingham, Ala., illus- 
trated in photograph. This window 
was greatly enhanced by the use of 
cardboard figures of screen stars in 
bathing suits. These were supplied 
by the manufacturer of the swim 
suits. It offers a practical suggestion 
to the many hardware stores carry- 
ing sporting goods and related mer- 
chandise. 

Install these window suggestions 
now and get the full benefit of warm 
weather merchandising. 
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By J. A. WARREN 


Associate Editor, Hardware Age 


Editor HARDWARE AGE: 

We would appreciate it very much 
if you could advise how to file mats 
and electros. 


HE filing of mats and electros 
certainly should interest every 
advertiser whether he prepares 
his own copy and layouts or not. 
The convenience of having cuts and 
electros ready for quick locating will 
more than repay the cost of installing 
a simple system such as described 
here. In too many instances mats 
and electros are thrown in a corner 
to accumulate dust, get scratched or 
otherwise damaged, or stacked up so 
that the particular one needed, seem- 
ingly, is always to be found on the 
bottom of the pile. Many cuts are 
not used because of being overlooked 
and neglected. 
All this may be avoided. All that 


is needed is a cabinet such as illus- 
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trated on this page, an ordinary index 
file and a strict rule to file every 
cut and to replace it when its pur- 
pose has been served. These cabinets 
may be obtained from office furni- 
ture dealers, type founders or their 
distributors. Such a cabinet is prob- 
ably the item of greatest expense re- 
quired, but the service it will perform 
will justify its cost. Usually these 
cabinets have twenty-four shallow 
trays or drawers, divided in the cen- 
ter. The division permits right and 
left listing on your index cards, 
which are kept in another box (see 
illustration) and correspond to the 
numbers of the drawers. For in- 
stance, referring to the illustration: 
The cut we are filing here shows a 
group of glassware items. The lower 
cut represents an index card, upon 
which has been pasted a proof of 
the cut. In the upper left is the 
number of the tray or drawer in 
which it has been placed for future 
use—in this case 7L or, in other 








words, the left side or division of 
the tray. Those placed on the right 
side will, of course, be indexed 7R, 
8R, etc., as the case may be. This 
card is also marked “Glassware” and 
is placed under this classification in 
the small filing box. Thus it is easy 
when a certain cut is needed to look 
under glassware, aluminum, etc., find 
the card, note the tray number and 
immediately locate the cut or mat. 
Note that the source ‘of the electro 
is also placed on the index card, and 
the date upon which it was first ob- 
tained. It iswell tonote, on the back of 
the index card, the dates upon which 
it is used. Such entries will help to 
indicate the age of the electro and 
whether it is in proper style. A cut 
that has been used too long is not a 
good sales producer and one that is 
out of date is worse. 

Such a simple system as here out- 
lined will so far expedite the prep- 
aration of advertising copy that more 
time can be spent upon the copy and 
layout. The locating of cuts and 
mats becomes almost a_ negligible 
matter. By this method a boy or 
girl may be sent to get out the cuts 
or mats required for the entire ad 
and the copywriter has not further 
concern about it. 

From time to time the cabinet, and 
consequently the index box, should be 
gone over and the obsolete cuts re- 
moved, not only because of the space 
required, but to avoid the bad effect 
upon the customer and prospective 
purchaser that is produced by illus- 
trations that show merchandise ob- 
viously old or out of date. Fre- 
quently the temptation to use a cut 
that “looks something like the item” 
is strong, but the present-day cus- 
tomer is keen to notice, and seldom 
comes in to tell you about such 
things. Customers simply make a 
mental note that your store is not on 

(Continued on page 56) 
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The Darrow Report 


IKE Will Rogers, these days we 
L feel that all we know is what 
we read in the papers. 120 
battleships arrived in New York and 
were reviewed by the President. The 
officers and sailors of the fleet were 
then guests of the city of New York. 
The Mayor of New York announced 
in the press that New York City was 
so broke that they could not appro- 
priate any money to entertain the 
officers of the fleet. Therefore, said 
the mayor, this entertainment would 
have to be done by private citizens. 
So the president of one of our lead- 
ing banks, being chairman of the 
entertainment committee, sent out let- 
ters soliciting subscriptions to a fund 
of $50,000 to entertain the fleet. In 
last night’s paper there was an an- 
nouncement to the effect that sub- 
scriptions to this fund were running 
behind. This is not surprising. One 
of my callers received one of these 
letters and he said he did not answer 
it. He stated that his real estate taxes 
this year had been boosted 40 per 
cent over last year. That all of his 
other taxes had been increased. And 
that, like the city of New York, he 
too was broke and in no frame of 
mind to make a contribution to en- 
tertain the officers of the fleet. 

The fleet, so the papers say, is 
manned by 35,000 sailors and 5,000 
officers. The payroll that was dis- 
tributed upon the fleet’s arrival 
amounted to $3,500,000. My friend 
remarked that he thought the officers 
and sailors were in a better position 
to entertain the citizens of New York 
City than vice versa. 

The situation outlined above is 
either tragic or humorous, just as 
you wish to look at it. The idea of 
such an immense national war 
armada, supported by taxation, com- 
ing to the greatest and supposed-to- 
be richest port in the country and this 
port officially being so short of funds 
that it cannot entertain its brave de- 
fenders! However, the battleships 
lie anchored in the Hudson, and all 
up and down Riverside Drive the 
gobs on shore leave are having a 
great time with the girls. 

Two of these gobs were seen stand- 
ing on a street corner with their 
arms full of packages of food. They 
had cheese, sausages, ginger ale, 
oranges, bananas, cakes and even 
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ice cream. They were staring at the 
various doorways up and down the 
block, when an inquiring and sympa- 
thetic pedestrian asked them what the 
trouble was. They replied that they 
had met two girls who had come 
down to the river to help entertain 
the fleet (or to be entertained by the 
fleet, as the case might be). These 
girls suggested they all go to their 
apartment. Then, having arrived, 
they suggested that the gobs go out 
and bring in food for a party. The 
gobs had gone and gotten the food, 
but they had forgotten the address 
and could not find their way back 
to the girls’ apartment. However, 
girls on Riverside Drive this week 
are plentiful. So like true, carefree 
sailors, they picked up two more 
girls, found a park bench and had 
their feast. 

The gobs don’t have to worry 
either about their jobs or their pay. 
Many of our unemployed seated on 
the benches in the parks look with 
envy at them. Even some of our 
school teachers who have been re- 
lieved of their jobs when schools 
have been permanently closed for 
economy’s sake, also envy these of- 
ficers and sailors. 


* * * 


Battleships, cruisers and destroy- 
ers are loaded with explosives. That 
is why I happened to think of them 
in starting this article, because the 
subject of this week’s letter is Clar- 
ence Darrow, who also is always 
loaded with explosives. 

The radical element in Washing- 
ton, so I am told, are being treated 
with great consideration by the pres- 
ent administration. So Senator Nye 
of North Dakota, where both politics 
and the weather always seem to unite 
to make life interesting, was per- 
mitted to pick Clarence Darrow as 
chairman of the committee to bring 
in a report criticizing the NRA. 
Everybody concerned in the selection 
of Darrow must have known that a 
man of his type would bring in a 
report severely criticizing the NRA. 
Darrow has always been a leader of 
minorities. How he must have 
jumped at this opportunity to make 
another record. Anybody must have 
known that Darrow would attack the 


work that has been done. In this 
job there was meat for Darrow and 
all of his radical ideas. 

Of course the expected happened. 
Darrow made a seething report that 
was so hot the government held it 
up for seventeen days, to give them- 
selves time to prepare their answer 
and publish the answer along with 
the report. The government in this 
case acted as if they were surprised 
and dumfounded at the Darrow re- 
port. If they were, they certainly 
were not gifted with any degree of 
foresight. 

When the government has attacked 
individuals and criticized them un- 
mercifully, they have not been as 
kind to these individuals as they were 
to their own officials. I have never 
heard of a case where an individual 
was given seventeen days to prepare 
his defense, after the government had 
submitted their criticism to him. That 
is certainly not the way things have 
been done in the past by the Fed- 
eral Trade Commission. They have 
published their attacks on individ- 
uals; they have published confiden- 
tial information given by firms and 
corporations. These reports have 
been spread all over the country by 
competitors of these firms, but the 
defense of these firms was not suf- 
ficiently interesting for publication. 
When the case fell down after all 
the damaging attacks and publicity 
to the individual citizen, the Fed- 
eral Trade Commission simply an- 
nounced that the case was dropped. 
How about personal damages? How 
about lawyers’ fees? How about 
enormous expenses in defending 
some charge brought up by some un- 
known person? ~ The Federal Trade 
Commission never gives out the 
names of anybody making charges. 
They never tell the source of the evi- 
dence on which charges are made. 
In Venice in the time of the doges, 
we read of the carved lion head with 
the open mouth in which a citizen 
desiring to make a charge against 
another citizen simply dropped his 
letter bringing the charge. Then the 
Venetian citizen was secretly tried 
and sent to prison without ever meet- 
ing his accuser face to face. Such 
was Venice in the Middle Ages and 
such today is the practice of the Fed- 
eral Trade Commission. 
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But let us get back to Darrow. The 
administration made their first error 
in permitting Darrow to be on this 
committee. Their next mistake was 
when Darrow’s report was published. 
They should simply have said: 
“We selected Darrow as a gentleman 
who would probably be the worst 
critic the NRA could have. We are 
not surprised at his report. Now 
give us a little time, and we will 
take up this report, gather the facts, 
analyze them and then we will pub- 
lish our answer, from which you can 
judge whether Darrow is right or 
wrong.” Such an explanation of 
Darrow’s report would have appealed 
to the country. The country knows 
Darrow. The country remembers 
the travesty of that trial in the 
Hawaiian Islands when the Ameri- 
can citizens were found guilty, but 
pardoned the next day. The country 
still remembers that Clarence Dar- 
row in that trial, while he may not 
have been able to win with one of 
his trump cards in the first round, 
nevertheless had another trump card 
which did the trick in the second 
round. That may have been smart 
on Darrow’s part, but was it justice? 
I have often wondered what the courts 
of England would have done in a 
similar case. 

However, General Johnson, instead 
of writing an answer to Darrow’s re- 
port as suggested above, in my opin- 
ion made a serious mistake in his 
outbreak. He indulged in personali- 
ties. A country that flatters itself 
that it is now being governed by in- 
tellectuals and members of the brain 
trust, certainly cannot afford to have 
any personal human feelings, or at 
least to give vent to them. You can’t 
be intellectual and human at the same 
time. Intellectuals are seldom or 
ever human, and real human beings 
are seldom or never intellectual. 

Now Darrow is preparing another 
report. We understand from the 
press that while the President stated 
this committee would terminate its 
arduous duties on June 1, the Dar- 
row Committee nevertheless and not- 
withstanding, has continued to work 
after June 1. I have not seen Dar- 
rows second report. Probably it 
has been put on ice to age, while 
the government is preparing its de- 
fense. 

All this, as stated above, is either 
tragic or very funny. The idea of 
one of the most powerful govern- 
ments in the world conducting impor- 
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tant and far reaching national af- 


fairs in this manner. It is to laugh, 
or to weep. However, as I leaned 
over the wall on Riverside Drive and 
looked at one of our greatest battle- 
ships, the Indianapolis, which has 
been the flag ship of Admiral Sellers, 
in my own mind I could not help 
but reflect upon how differently a 
battleship is governed, as compared 
with the political affairs of the na- 
tion. Suppose there were some criti- 
cism of the management of the In- 
dianapolis. Imagine Admiral Sellers 
appointing a committee with a radi- 
cal at the head, to make a report on 
the conduct of this battleship. Of 
course this idea is funny. All of 
us know that on battleships, orders 
are given and orders are obeyed. If 
not, it is rather unhealthy for those 
who decide to disagree with the Ad- 
miral. 

I remember once, when I was in 
the jobbing business, that I appoint- 
ed a committee of employees to get 
together and bring in a report for 
the good of the business. When the 
report was ready we had a meeting. 
This report was handed to me by 
the chairman of the committee. The 
only recommendation made was that 
we raise the salaries of all the em- 
ployees. 

I remember another case. This 
was during the war. The govern- 
ment was working on the employees 
in our factory to buy government 
bonds. They wished a dollar a week 
subscription from every employee. 
The manager of our factory tele- 
phoned me very enthusiastically that 
the factory had voted 100 per cent 
to give this dollar per week. It was 
splendid. The next day he telephoned 
me to come over to the factory im- 
mediately. I went. I met a com- 
mittee from the factory who demand- 
ed an increase in salary of $2 per 
week, one dollar for the government, 
and one dollar for themselves. We 
were loaded with orders. I got up 
on a box in the yard of the factory 
and made a speech to the assembled 
employees. I granted the advance of 
$2. They all understood that. When 
I stepped down from the box, the 
factory superintendent came over to 
me and said: “That was a fine speech 
you made. It is too bad that most 
of our employees are foreigners and 
do not understand English, or they 
would have enjoyed it.” 

It is interesting to read what some 
of our leading papers have had to 


say about this Darrow incident. Here 
are a few excerpts: 


The Boston Post says: 

“The report ... is just what might be 
expected from a shrewd propagandist 
who seized the opportunity offered to 
blast the whole American system.” 


Walter Lippman (New York Herald- 
Tribune) says: 

“IT do not know what Mr. Darrow is 
trying to say. He seems to be very 
much concerned to protect the small 
business man and to restore competi- 
tion. On the other hand he comes out 
for Socialism in which there will be “col- 
lective ownership” and a “planned econ- 
omy” operated for use and not for 
profit.” How the small business is to 
survive under collective ownership, how 
competition is to be restored under plan- 
ning, how small business is to be en- 
couraged when it must work “for use 
and not for profit” is too much for me. 
It sounds like a proposal to have white 
blackbirds, flying cats and whales that 
walk.” 


The Washington Post says: 

“The only service that the Darrow 
board has performed for the NRA is to 
afford General Johnson and his aids a 
chance to defend their records against 
misguided and ignorant assaults.” 


The New York Sun says: 

“His denunciation of all competition 
as “savage, wolfish and relentless” is 
just what might be expected from dear 
old CLARENCE. At 77 it is hard to 
change a man’s opinion of Big Busi- 
ness. President ROOSEVELT must 
have known that when he appointed him 
chairman of the National Recovery Re- 
view Board.” 


The New York World-Telegram says: 

“Darrow gets his pleasure out of pes- 
simism. He wouldn’t save the world 
if he could, simply because he doesn’t 
think it is worth saving. 

“Asked a few years ago what he 
would do if he had his life to live over 
again, he answered, ‘I wouldn’t.’ To 
a similar question, ‘What would you do 
if you were 20?’ his reply was that he 
would commit suicide. All of which 
is his way of having fun. 

“To Darrow, through some quirk of 
Rooseveltian humor, went the job of in- 
vestigating NRA. That NRA would be 
all wrong with Darrow was as foregone 
a conclusion as if the Rev. Clarence 
True Wilson were sent out to report on 
the use of alcoholic beverages. 

“That Darrow’s findings would have 
been as they proved to be is the surest 
thing we know. Had he been sent out 
to investigate sunshine, fresh air or the 
beatitudes, he would have brought in 
an equally adverse report. 

“So, to understand what the big de- 
bate is all about, we must first under- 
stand Darrow.” 
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HE right word in the right 
place can mean the difference 
between a sale and a customer 

lost. 

Some words have high sales pos- 
sibilities; some are indifferent; some 
are bad, or distinctly lacking in sales 
content. 

Every person who meets the public 
must have word equipment with high 
sales possibilities; he must know the 
words which give pleasure—the 
words which permit him to differ 


- with others without offense—the 


words which make it easy to offer 
and sell the substitute article—the 
words which are entrees to the sug- 
vestive sale—the words which create 
“future tense” business. 


WORD-GRAPH I 
Even the skill of a Machine Age 


cannot invent a way to draw me- 
chanical speech from human lips. 
The tongue is not a willing robot. 
Yet, if science cannot evolve a 
plan to make the spoken word me- 
chanical, the seller can go a long 
way toward making it AUTOMATIC 
by training himself to use AFFIRM- 
(TIVE WORDS. The average seller 
fails more often because of a lack 
of words—the right words—than he 
does for a lack of interest in cus- 
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one yer 


tomers. Word equipment of the 
right kind is an invaluable aid dur- 
ing rush peaks, when the customer is 
hard to please or unreasonable, when 
there are personal troubles or slight 
indispositions to impair efficiency. 

It is important to consider that 


Use the Right 
Selling Word 


The salesman with a fortunate gift of ex- 
pression makes many sales that would be 
lost to others. This series will help you. 


By MANDUS E. BRIDSTON 


word equipment never wears out; 
that, instead, it grows sturdier, 
stronger and more automatic with 
constant use. 

Here is the first of a series of 
Word-Graphs, treating of words as 
the vitamins of selling. 





SALES LIABILITIES 


SALES ASSETS 





Good grade 


Dependable quality 





“This is our cheaper quality.” 


“This Ts our less expensive quality.”’ 





“You are making a good buy.” 


“You are making a wise choice.”’ 





“This is the very latest thing.’ 


“This has just arrived.” 





“You'll find you'll get a lot of good (lot of 
wear) from this this...” 


“Long wear (use) will convince you that 
you have made a wise investment.” (The 
word INVESTMENT is invaluable in sell- 
ing.) 





“If you want to cut down expenses—”’ 





“If you want to be thrifty—” 





(Another Word Graph Next Issue of Hardware Age ) 





This is number one of a series of articles written to 


help you and your sales staff make more favorable 


impressions upon your customers and consequently 


more sales and more repeat business for your store. 
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LEON M. CASE 


The former appearance 
of the Case store at 
Bristol, Conn., when 
the office occupied val- 
uable selling space in 
the front. Compare it 
with today’s idea, plan- 
ned for moving mer- 
chandise. 


Case Hardware Co., Inc., Bristol, Conn.., 
Spends $1,600 to improve store and its 
goods to pull out of depression’s ‘slump 


O many old-timers in the hard- 
ware business, the name of 
Leon M. Case, Bristol, Conn., 


is familiar. Twenty years ago he be- 
gan business in a section of the city 
that was out of the main trading 
area, and has since created and then 
stabilized the section as a recognized 
shopping center. 

Recently an announcement has 
been made of the incorporation of 
the Case hardware business, taking 
in Mr. Case’s son, Randall M. Case, 
who will assume complete charge of 
the store management. The elder 
Case is president and treasurer of 
the newly incorporated firm, while 
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the office of secretary and assistant 
treasurer has been assigned the 
younger man. 

The recent unfavorable condition 
of all business has produced differ- 
ent methods on the part of business 
men to regain business, and although 
the Case firm had enjoyed, from the 
beginning, the reputation for high 
grade, fine quality merchandise, and 
that of being one of the leading 
hardware stores in that section, the 
Cases decided their .first step must 
be to face facts and meet them in- 
telligently. Father and son applied 
themselves jointly to their problems, 
which were probably made more ap- 
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Clocks made in Bristol are honored 

merchandise in their home town 

store. They have been making a 
good showing for sales, too. 


proachable because of the fact that 
the new firm was a closed corpora- 
tion, being confined to members of 
the family. 

They recognized that business is 
changing in all particulars and also 
noted that one of the reasons con- 
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tributing to the lack of trade was 
the tendency of customers to conceal 
their desire for cheaper merchan- 
dise. That is, they would not always 
admit their need for lower priced 
goods, but would simply assume that 
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Bright metal items make a good 
showing on this dark wood back- 
ground at the Case store in Bristol. 
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merchandise of their needed grade 
was not obtainable at their usual 
trading place and would go to under- 


priced stores. Plans were made to 
conduct the retail business in a 
modern way, and to meet competi- 
tion of which more is to follow. 
The store was immediately rear- 
ranged and improved. The office 
was placed at the rear of the store, 
where formerly an old oil room oc- 
cupied the space. This oil room 
probably gave a business revenue of 
$10 a month. A total of $1600 was 
spent even at the bottom of the de- 
pression to improve the store. The 
illustrations of the article will give 
a clear idea of the change effected. 
The firm owns its business prem- 
ises and had been using city steam 
for heating. This expense was great- 
ly reduced by the installation of an 
oil burner, and the feeling of the 
Case firm in connection with this 
change amounts to enthusiasm. One 
of the first steps taken was to center 
attention of the management upon 





RANDALL M. CASE 


The new store arrange- 
ment on the same floor 
as the opposite photo 
shows. View taken from 
rear. Note cash regis- 
ter at back of store so 
customers’ will walk 
through the entire sell- 
ing area. 


its buying possibilities. The incor- 
poration provides for a distributor’s 
basis in the mill supplies department. 
It is a separate and distinct part of 
the business. The regular retail 
business is carried on in regular 
hardware and household lines. Up 
to this time the Case Hardware had 
not been advertisers, but with the 
news of the incorporation began the 
centering of the public upon the 
store. 

With the store renovated and ar- 
ranged for modern merchandising, 
the newspapers again gave generous 
space to pictures and description of 
the changes made. The interest of 
the public, nearly all former cus- 
tomers, was given a renewed boost. 
The next step was to advertise in 
hig space. The news items had paved 
the way and now to follow up and 
really clinch the idea in the public’s 
mind that they really were going 
ahead again! “Teaser” copy was 
run in small space first. The copy 
asked the public to watch for an 
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important announcement. A couple 
of days later a similar ad stated that 
the Case Hardware would be closed 
all day Friday. This whetted the 
curiosity to the point where the fol- 
lowing ads would do their best work. 

Three days later a full page adver- 
tisement appeared with illustrations 
of the store, inside and out, and stat- 
ing that the store had been com- 
pletely -renovated and that it would 
specialize in Bristol manufactured 
products. These included a fairly 
wide range of items. This full page 
ad was cooperated in by the local 
people who participated in the work 
of renovating, including carpenters, 
painters, lighting people, fixture 
people, photographer, and the manu- 
facturers of some of the lines car- 
ried. Altogether, this was an indi- 
cation of the good will and the im- 
portance of this store’s new action. 
It had a good effect upon the buying 
public. 

The store’s advertising is show- 
ing direct results and some $300 
spent in advertising from November 
to February, and regularly appro- 
priated amounts since, are showing 
up in umproved business each month. 
Studying the items in the light of 
today’s requirements and conserva- 
tively but intelligently advertising 
them, presenting them as they are 
presented by the large stores, has 
produced most satisfying results. 

When the question of the firm’s 
policy regarding credit was dis- 
cussed, Leon Case and his son ex- 
pected to lose some business by the 
strictly 30 day rule, but they decided 
to carry this policy through. The 
result of this decision amply proved 
its wisdom. Where the usual re- 
ceipts from book accounts ran from 
$400 to $500 per month, they jumped 





to $1480 and they never lost a cus- 
tomer by it. 

The Case firm, early in their new 
arrangements, budgeted their busi- 
ness, and increased the help, in an- 
ticipation of better selling and better 
business. The psychological effect 
upon the buying public was remark- 
able, and the stimulus to the trading 
section in which the store is located 
was at once noticeable. 


Many things entered into the re- 
building of the business volume, 
which will interest other dealers. 
Father and son, analyzing their own 
problems, decided that frequently 
too much attention is given to the 
routine work of the store to the detri- 
ment of actual selling. Customers 
are the sinews of business. Too many 
retailers, they say, think of their 
jobs as taking care of the store 
routine and subconsciously feel that 
customers are in the nature of in- 
terruptions. This attitude was 
changed in the Case store and the 
result has been an increase in busi- 
ness for October to November, 125 
per cent; November to December, 
150 per cent; January off, but better 
than 1933; and cash and charge 
sales increasing ever since that date. 

In addition to increasing the pa- 
tronage of women customers, this 
firm has been able to educate them 
to the use of more quality goods, 
replacing the habit of buying flash 
merchandise. Naturally the Case 
Hardware must be familiar with 
competition both in price and value, 
but they have a preference for offer- 
ing value rather than price. Their 
ads state the features that are part 
of their merchandise and not merely 
the price. In other words they sell 
in print instead of shouting low 


prices. When competitors, such as 
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department stores, make the price 
angle too close the Case firm drops 
the item and takes up another. The 
dealer cannot depend upon the re- 
action of customers to keep him in- 
formed about competition’s values 
and prices. It is necessary to keep 
track of them through their ads, 
window displays, etc. 

In the mill supply end of the busi- 
ness great strides have been made. 
Bristol is a town of about 28,000 and 
contains some 30 manufacturing con- 
cerns, small and large. Some of the 
country’s most important and well 
known companies are located there. 
Much of the mill supply business 
was going out of town, probably be- 
cause of special requirements. The 
Case firm decided to approach this 
problem from the angle of getting 
its share of the business that was 
going out of town. They did not 
wish to interfere with local compe- 
tition, but felt that purchasing agents 
by cooperating with them could make 
their purchases more convenient in 
many ways and at the same time 
build up a satisfactory supply base 
in town. This help has been forth- 
coming from the purchasing agents 
of the Bristol companies, and a phone 
call now brings them any item, large 
or small, that formerly had to be ob- 
tained outside with consequent waits, 
errors in supplying, and changes in 
requirements beyond their control. 
The Case company is enthusiastic in 
their praise of the cooperation they 
have received. One manufacturer’s 
bill, alone, for the past 15 days was 
close to $1000, which is nice busi- 
ness in any town. All this business 
has been built up since October, 
1933. Dealers wishing to ask the 
Case Hardware Company any ques- 
tion regarding the building of their 
mill supply business, which may 
properly be answered, may do so. 

It has been through the happy 
combination of the conservatism of 
L. M. Case, the father, and the ag- 
gressiveness of the son, that much 
of the satisfactory progress has been 
made in these changing times. 


The windows present a neat and at- 
tractive appearance which appeals 
to women shoppers as well as to 
men. This store, out of the main 
business section of Bristol, Conn., 
has created a new shopping center. 
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Graves J. Smith Heads 


Carolinas Association 





GRAVES J. SMITH 
New President 


“RAVES J. SMITH, Goldsboro, 
N. C., was elected president of 
the Hardware Association of the 

Carolinas, at the organization’s annual 
convention, held on June 5, 6 and 7, 
at Spartanburg, S. C. Mr. Smith suc- 
ceeds Frank W. McKeel, of Darling- 
ton, S. C. Approximately 200 were pres- 
ent for the meeting. 

Other officers named were: Thomas 
K. Ruff, Columbia, S. C., first vice-pres- 
ident; V. R. Holt, Burlington, N. C., 
second vice-president; H. R. Duvall, 
Jr., Cheraw, S. C., third vice-president, 
and Arthur R. Craig, Charlotte, N. C., 
who was reelected secretary-treasurer. 
The executive committee in addition to 
these officers includes: D. E. Turner, 
Mooresville, N. C., and F. W. McKeel, 
Darling. S. C. W. W. Hyatt, Char- 
lotte, N. C., was named national coun- 
cillor, Chamber of Commerce, U. S. A. 
Mr. Ruff and Mr. Smith were chosen 
as delegates to the National Congress 
at Des Moines, Iowa, June 18-21. 

Selection of the next year’s conven- 
tion city was left in the hands of the 
executive committee which has received 
invitations from Asheville, Charlotte, 
Winston-Salem, and Durham. 

Discussions on codes and competition 
and criticisms of the North Carolina re- 
tail sales tax featured the business 
sessions. 

The following report of the resolu- 
tions committee on price competition 
was adopted at the closing session: 

“Price competition: Resolved that 
the association be commended for the 
work it is doing through a Trade Re- 
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FRANK W. 


Retiring President 








ARTHUR R. CRAIG 


Secretary-Treasurer 


McKEEL 


lations Committee in reference to price 
competition. That every member of 
the association be urged to make 
prompt replies when called upon for 
a comparison of prices, so that we may 
have specific figures rather than guess 
work in pressing our claims. 

“The retail hardware merchant must 
meet competition of other outlets or be 
forced out of business. This is a mat- 
ter in which both wholesalers and re- 
tailers are jointly interested and we 
call upon the wholesalers to lend their 
aid in an endeavor to get competitive 
prices for the retailers. 

“It is our understanding that the 
National Association is working through 
the State Associations to get competi- 
tive prices through the different sec- 
tions of our country, and we wish to 
commend them for their efforts in our 
behalf, and to urge a continuation of 
this effort.” 

Another resolution extended appre- 
ciation to the N.R.H.A. for work it has 
done on code matters. 

Importance of thorough organization 
was stressed and criticisms of the sales 
tax plan were contained in the report 
Secretary Craig presented on the open- 
ing day, following greetings from pres- 
ident McKeel. Excerpts follow: 

“We must attack our problems as an 
organization with a united front. This 
is recognized by the Government itself, 
for it has been repeatedly said that in 
the administering of codes the Govern- 
ment will deal with trade associations 
and I think that it is obvious that they 
could not deal with individuals. 


“When we last met together there 
was much discussion as to the North 
Carolina sales tax which was to be 
inaugurated July 1. We can now look 
back at the results after almost a year 
of operation. My observation is that 
it is no more popular with a majority 
of the people than at that time. It 
has not produced in revenue as much 
as its proponents estimated, so there 
is a danger of its being increased in 
the next legislature. 

“The sales tax bill which was intro- 
duced in the 1933 session of the South 
Carolina Legislature was killed, and no 
bill of this nature was introduced in the 
1934 session.” 

Paul J. Stokes, manager, research 
service, N.R.H.A., told the convention 
that the retail hardware code had done 
much to alleviate the devastating com- 
petitive conditions of former years. 

Need for the retailer to have knowl- 
edge of his operating costs and to con- 
trol his cost in terms of sales was 
stressed by T. W. McAllister, editor, 
Southern Hardware, Atlanta, Ga., in 
an address on “The Retail Farm Equip- 
ment and Other Codes.” 

Henry J. Allison, president, Glas- 
gow-Allison Co., Charlotte, N. C., spoke 
on “Planning for Profit,” at the 
Wednesday morning session. 

An inspirational talk on stabilizing 
the hardware trade, by Luther R. Stein, 
vice-president of Belknap Hardware 
and Manufacturing Co., Louisville, Ky., 
and a sales demonstration, by Ralph W. 
Carney, sales manager, The Coleman 
Lamp and Stove Co., Wichita, Kan., 
featured tthe Wednesday afternoon ses- 
sion. Mr. Stein declared that hard- 
ware men should recognize that they 
have a definite obligation to their com- 
munity. Using an automatic electric 
iron as an example, Mr. Carney gave 
an interesting demonstration on how to 
sell the public on the economy of buy- 
ing quality products. 

Open price agreements have resulted 
in more general price advances than 
under any other type of code, Mr. 
Stokes declared in addressing the con- 
vention again Thursday morning. He 
spoke of the building code under which, 
he said, high prices have actually de- 
layed a start towards return to normal. 

Social features of the convention in- 
cluded a pre-convention breakfast meet- 
ing of the executive committee; a ban- 
quet for ex-presidents, Tuesday night; 
an outing at the Country Club, Wednes- 
day afternoon and dance Wednesday 
night. 





“New Deal’ Chief Topic 
at Mississippi Convention 


ISCUSSIONS centered around 
D the “New Deal” at the annual 

convention of the Mississippi 
Retail Hardware and Implement Asso- 
ciation, held at Gulfport on June 4, 5 
and 6. The effects of N.R.A. codes on 
the hardware business were the prin- 
cipal topics occupying attention. Rivers 
Hardware Retailer, 
Indianapolis, Ind., and chairman of 
the Retail Code Authority, was the fea- 
tured speaker, leading the discussions 


Peterson, editor, 


with two appearances on the program. 

Citing figures compiled by the Na- 
tional Retail Hardware 
from reports of 1000 retail dealers 
throughout the country, he declared 
that there has been a 42 per cent gain 


Association. 


JOHN F. JENNINGS 


Secretary-Treasurer 


in sales during the first four months of 
1934 over the same period in 1933. 
This sizable increase was attributed 
to the “New Deal” recovery program 
which mutual 
agreements under codes to maintain 


permits business by 
fair practices. 

Lauding the work of the N.R.A. in 
abolishing child labor and the “sweat 
shop,” Mr. declared that 
“business by mutual agreement under 
the code had done what legislation had 
failed to do in years past.” He termed 
the Blue Eagle “the badge of the hon- 
orable merchant” and every 
retail dealer to “get a code eagle 
promptly and display it proudly.” 


Peterson 


urged 
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Mayor J. W. Milner of Gulfport 
officially welcomed the delegates to the 
convention and M. V. Morgan, Colum- 
bia, responded for the association. 

Frank and George Alexander, sons 
of George A. Alexander, Gulfport 
hardware dealer, and a member of the 
association’s board of governors, enter- 


I. S. BARNES 
Retiring President 


tained the opening session with a cor- 
net duet. 
I. S. Barnes, Jackson, president of 


the Mississippi association, and John* 


F. Jennings, Jackson, secretary-trea- 
surer, reported a ‘successful year’s 
activities in their annual reports, with 
a creditable increase in membership 
and a sizable balance in the asso- 
ciation’s treasury. 

Among other outstanding speakers 
on the program was Lamont Rowlands, 
Picayune, Miss., owner of a large grove 
of tung oil trees near Picayune, who 
discussed “The Future of Tung Oil in 
the Paint Industry.” “Oil extracted 
from the tung nut, used in the manu- 
facture of paints and varnishes, has 
heretofore been imported from China 
and approximately $20,000,000 per 
year has been expended in its pur- 
chase and importation,” said Mr. Row- 
lands, “when it can be just as success- 
fully grown and processed in_ this 
country as in the Orient.” In connec- 
tion with his address, a motion picture 
of the Chinese tung oil industry was 
shown at the Paramount Theater. Mr. 


Rowlands predicted that tung oil 
production would within a few years 
become one of the large industries of 
southern Mississippi. 

“Jobber-Dealer Cooperation” was the 
subject of C. C. Blackwell, sales man- 
ager, Moore-Handley Hardware Co., 
Birmingham, Ala., one of the principal 
speakers on the program. 

Nat M. Johnston, Associate Editor, 
Southern Hardware, Atlanta, Ga., made 
a timely address en “Planned Mer- 
chandising,” citing numerous instances 
from his observations of successful 
sales methods. 

On the evening preceding the open- 
ing day’s business sessions, a banquet 
was held at the Hotel Markham. For- 
mer Circuit Judge D. M. Graham of 
Gulfport was the after-dinner speaker 
and B. C. Cowan, district attorney, 
was toastmaster. There was an attend- 
ance at the meeting of approximately 
100. 

Entertainment included swimming 
and a boat ride to Ship Island, 12 miles 
off-shore in the waters of the Gulf of 
Mexico. A number of jobbers and 
manufacturers had exhibits at the con- 
vention. 

A. P. Turner, Philadelphia, vice- 
president, who could not be present for 
the meeting, was elevated to the pres- 
idency for the coming year, and John 
F. Jennings, Jackson, was reelected 
secretary-treasurer. 

Selection of the 1935 convention city 
was left to the board of governors, who 
will make a decision at a later date. 
Gulfport and Jackson, both made bids 
for the next convention. 

Other officers elected were: George 
A. Alexander, Gulfport, first vice-presi- 
dent, and M. B. Waring, Tylertown, 
second vice-president. 

The following are members of the 
Board of Governors: W. H. Failess, 
Tishomingo; J. R. Hill, New Albany; 
K. G. Shaw, Indianola; A. B. Crawford, 
Vardaman; George D. Payne, DeKalb; 
M. V. Morgan, Columbia; Frank Mat- 
tews, Hattiesburg; H. T. Bass, Brook- 
haven, and J. C. Bollis, Mathiston. The 
three-member advisory board will con- 
sist of the retiring president, I. S. 
Barnes, Jackson; S. G. Thigpen. 
Picayune, and W. H. Fincher, Lexing- 
ton. 
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Sixty-eight manufacturers exhibited in the Columbus Club auditorium Green Bay, Wis., during the fourth “Get-Together” 
of Morley-Murphy Co., wholesale hardware dealers. 


776 Registered For 4th “Get-Together’ 
Of Morley-Murphy Company 


EARLY 8900 dealers. their 


clerks and their wives, from 

Wisconsin and upper Michi- 
gan attended, on May 24 and 25, the 
fourth “Get-Together” of the Morley- 
Murphy Co., wholesale hardware, 
Green Bay, Wis. The first convention 
of this type was held by the com- 
pany in 1927. Another was held in 
1927. The third was held in 1933, 
and was so successful that it was 
then decided to make it an annual af- 
fair. This year, convention headquar- 
ters were in the Hotel Northland, 
while the exhibits of 68 manufac- 
turers were housed in the Columbus 
club auditorium. 

On the first evening of the meet- 
ing visitors were entertained in the 
Crystal ballroom of the Hotel North- 
land by a cabaret and dancing party. 
At the dealer banquet, held on the 
following evening, a Green Bay shore 
dinner was served. A. E. Winter, 
president of Morley-Murphy was the 
toastmaster. Speakers at the banquet 
were: J. P. Seiberling, vice-president 
and general manager of the Seiber- 


ling Rubber Co., Akron, Ohio; E. W. 
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Peterson, president, N.R.H.A., Flor- 
ence, Wis.; H. A. Lewis, secretary of 
the Wisconsin Retail Hardware 
Assn., and Harold T. I. Shannon of 
the Green Bay Tercentennial Com- 
mittee.* 

The exhibition embraced many 
novel features. One of the Sinclair 
dinosaurs, standing eight feet high, 
occupied a prominent location in the 
lobby of the exhibition building. The 
B. F. Gladding Co., S. Otselic, N. Y., 
had a fish line braiding machine in 
full operation. In another booth a 
fine collection of African hunting tro- 
phies was shown. A freak rabbit, 
with horns like a deer, shot in Wis- 
consin by Oscar L. Webber, presi- 
dent, Webber’s Lifelike Fly Co., 
Stevens Point, Wis.. was also exhib- 
ited. In addition the first “Neo- 
angle” bathtub to be shown in the 
territory was displayed. 

As the principal speaker at the 
banquet, Mr. Seiberling lashed out 
against opponents of the New Deal, 
and upheld the NRA, and the efforts 
of President Roosevelt and Gen. 


Hugh S. Johnson. He said he had 


traveled extensively recently and had 
found independent merchants 
throughout: the country concerned 
about what the New Deal was going 
to do for them. Mr. Seiberling ex- 
pressed confidence that it is not a 
‘raw deal,” and holds promise of 
something better, if only because 
things couldn’t be worse. 

He declared that independent deal- 
ers instead of feeling as if they were 
next to the grave, should feel that 
they have under the NRA the great- 
est opportunity of their lives. He 
said that these are historic times, and 
that politically, socially and econom- 
ically a new order was arising. In 
explanation he said, in part: 

“The fundamental basis of that 
new order is the greatest good for 
the greatest number and if the New 
Deal can accomplish that it will 
have fulfilled our highest hopes. In 
years previous the great wrong was 
that the basis was the greatest good 
for the fewest people. 

“The heart of the New Deal is the 
NRA and if the NRA fails the New 


(Continued on page 56) 











SALESMAN Luis Or- 

landini, who with 

C. C. Watson and R. C. 

Huhn are constantly 
contacting prospects. 


ASHERS. Orlandini Bros. be- 

lieve in having plenty on hand. 

Besides their demonstrating machines 

they carry 25 to 30 washers on the 
display floor. 
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Three Hundred Washers Sold 
by Tri-City Hardware in 1933 
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INDOW displays play an important part in the success of the Tri-City Hard- 
ware Co. in selling washers. Full use of the manufacturer’s display helps 
and the arrangement of the trim gives the merchandise its full share of attention 
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r NHE Tri-City Hardware Co. op- 
erates in LaSalle, Peru and 
Ogelsby, Ill. These three mu- 

nicipalities make up one big city 

which inspires the name of this ag- 
gressive firm. Louis and “Butch” 

Orlandini are the proprietors who 

have been signally successful in sell- 

ing washing machines, electrical re- 
frigerators and radio receivers. Last 
year they sold more than 300 wash- 
ing machines of the higher price 
range, their average unit of sale 
being around $85. The Orlandini 
men do not believe in selling low 
priced units, because low priced mer- 
chandise creates an undesirable mar- 
ket for more low priced merchandise 
and reduces profits, while a higher 
priced unit builds a market for bet- 
ter merchandise, greater satisfaction 
to customers, and a generally satis- 
factory condition of doing business. 

Home demonstrations account for 
most of the Orlandini sales, but these 
hardware dealers are greatly assisted 
in making sales by the fact that the 
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SIDEWALK demonstrations are part 
J of the selling plan of Tri-City 
Hardware Co., LaSalle, Ill. From this 
point it is a simple matter to get the 
prospect into the store and to show 

him the full line of machines. 


G 


ASHBOARDS are offered as lead- 

ers to attract prospects who are 
still without adequate facilities for 
washing clothes. Salesmen_ deliver 
these boards personally so they may 

utilize the sales possibilities. 


quality washer gives them so many 
genuinely acceptable talking points. 
The features of the line they carry, 
plus the fact that it costs so little 
more to own than a less desirable 
type, make for satisfactory selling. 

Several methods have proved suc- 
cessful in bringing prospects into the 
store, as, for instance, the advertising 
over the radio and in newspapers of 
used washers, at $7 and up. Naturally 
people inquire, either by phone or 
personally, about these bargains, 
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which are real value for the money. 
Usually they consist of old models, 
neatly painted green and are on dis- 
play at the store. In the majority of 
cases the prospect is easily interested 
in a new washer of the higher type. 
The great contrast serves to sharpen 
the desire to own a fine washer and 
the sale is made. This used washer 
plan is accredited with a _ large 
volume of their sales at $100 and 
$125. 

Prospects frequently counter with 
the statement that they have seen 
a washer advertised at $29.50 or 
$39.50. To meet this, Orlandini has 
a few slightly used washers of the 
cheaper grades, which have been 
painted green. Here again the bet- 
ter washer is demonstrated in order 
to show the contrast. In most cases 
the demonstration does the trick, but 
occasionally the prospect insists and 
the cheaper washer is sold. Interest- 

















ingly enough one of these cheap 
washers has been sold and resold 
five times. It is considered one of 
the best salesmen the firm has for the 
better washer. 

In the radio broadcasting, testi- 
monials from satisfied and enthusi- 
astic customers are used. For in- 
stance one customer has owned one 
of their machines for seven years. 
This customer takes in washing six 
days a week, and is pleased with the 
fact that her repair bill and upkeep 
cost is but $6.50 for that entire time. 
It is estimated that the performance 
of this machine is equivalent to 41 
years of ordinary home laundry ser- 
vice. Naturally the customer is en- 
thusiastic. Many such testimonials 
are available to the Orlandini firm 
and they make the most of them in 
advertising. This feature of low up- 
keep is a strong one in making sales, 
since customers tell their friends and 
relatives about it. 

Another sales promotion feature is 
the Saturday sidewalk demonstration, 
in which washers are displayed on 
the walk, operating. Rubber bands 
are placed in the water to show the 
machine’s action. This attracts on- 
lookers and prospects are easily in- 
terested enough to get them into the 
store, where a regular demonstration 
is staged. A further demonstration 
is suggested in the homes. Obviously 
a home demonstration carries the 
possibility of a sale much further. 

Washboards were offered at cost 
by this firm as a means of attracting 

(Continued on page 55) 


EK LECTRIC refrigerators are a profit- 
—4 able line for Tri-City Hardware Co. 
A full line of models is kept on the 
sales floor as in the case of washers. 








Approved Codes Not Affected 
by New NRA Price Policy 


Gen. Johnson stresses continued desire of NRA to curb 


destructive price cutting. Says new price policy seeks 


OTH coded and uncoded in- 
dustries were stirred by the 
NRA price policy announce- 
ment on June 7. Many thought it 
meant the banning of all price pro- 
tection clauses in codes already ap- 
proved and codes to be approved. 
Praise came to the NRA from mem- 
bers of Congress who have con- 
sistently opposed price determination 
policies. Even the National Re- 
covery Review Board hastened to 
pat itself on the back for forcing 
the NRA to ban price fixing. On 
the other hand protests deluged NRA 
for removing price protection. An- 
other view from various industries 
was, that, even if the announcement 
was intended to bar price fixing it 
was hedged with so many provisions 
that they were sufficient to prevent 
price policy. 

Certain it is NRA has a time of ex- 
plaining the announcement. It took 
two statements before NRA was sat- 
isfied that it had made itself clear. 
Actually, there still is a belief that 
NRA is definitely moving toward the 
banning of price fixing in any form, 
heated denials from high NRA offi- 
cials to the contrary notwithstanding. 
For price clauses have come in for 
increasing criticism. Perhaps the 
original kick came from within NRA 
itself—from the Consumers’ Advis- 
ory Board. The question arises as 
to what industries would care for 
codes if price protection were re- 
moved. Removal is not an immedi- 
ate prospect, however, as indicated 
by statements by General Johnson. 
Despite his views, there is a strong 
belief price clauses are doomed to 
go. It is significant that price pro- 
tection was entirely removed from 
the steel code as recently revised. 
This marked the first code which had 
price protection provisions removed. 
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uniformity of code price clauses. 


Being a major code the action was 
looked upon as a probable entering 
wedge to widespread removal of 
price provisions. Significant or not, 
the announcement on the new price 
policy came from NRA four days 
before the revised steel code went 
into effect. 

After the first batch of protests 
came regarding its new price policy, 
NRA issued an explanation that the 
new price policy announcement does 
not in any particular affect price 
provisions of codes already approved. 
The point was made that while pend- 
ing codes and codes hereafter sub- 
mitted for approval will be ad- 
justed to the new policy, codes al- 
ready approved will be amended to 
conform only as the result of nego- 
tiations with and agreement by the 
interested code authorities. 

Gen. Hugh S. Johnson, NRA Ad- 
ministrator, expressed the hope “that 
industries under approved codes may 
desire to agree to changes.” But 
he assured industries,no changes will 
be imposed “in an approved code 
or any change suggested without re- 
lation to the particular conditions in 
that code.” Mentioning specifically 
automotive, bus, trucking and rubber 
tire codes along with others, General 
Johnson cited them as examples of 
codes whose provisions remain in 
full force. Omission to mention 
other codes, hardware, etc., does not 
mean that the general statement does 
not apply. In short it is up to the 
code authorities whether changes 
will be made, according to Johnson, 
whose statement follows: 

“There seems to be widespread 
misunderstanding abeut the recently 
announced NRA price policy. The 
main purpose of that announcement 
was to obtain some uniformity in 
future codes and, while it is our 


hope that industries under approved 
codes may desire to agree to changes, 
the policy order does not now affect 
them and will not unless and until 
the adjustment has been worked out 
in negotiations with the interested 
code authorities. In no event will 
there be any imposed change in an 
approved code or any change sug- 
gested without relation to the par- 
ticular conditions in that industry. 

“It should be clearly understood 
that all of the provisions of ap- 
proved codes, including their price 
provisions, are in full force and effect 
and must be complied with. 

“This applies for example to those 
of all Retail Trades including Au- 
tomotive Dealers, Bituminous Coal, 
all Lumber and Timber Products and 
Building Materials, Electrical, Rub- 
ber Tires, Paper Industries, Graphic 
Arts and Printing, Bus, Trucking, 
and Transport, Garment and Tex- 
tiles, Radio and all durable goods 
industries. I mention these codes 
specifically only because to mention 
any other does not mean that the gen- 
eral statement just made does not 
apply to them.” 

Supplementing this _ statement, 
General Johnson said the new policy 
is not a “reversal of previous views” 
but that it was stated only for the 
sake of getting some uniformity in 
future codes. In order to emphasize 
his vigorous opposition against de- 
structive price cutting he referred to 
one provision carried in one of the 
exhibits proposed in connection with 
the new policy covering cost ac- 
counting, trade practices, etc., which 
he said he would like to see carried 
verbatim in every code. 

This provision reads as follows: 

“(a) Wilfully destructive price 
cutting is an unfair method of com- 

(Continued on page 54) 
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HELPFUL HINTS 


0 


RUST CAN BE PREVENTED ON 

STEEL ARTICLES BY PLACING A 

LUMP OF FRESHLY BURNT LIME 

IN THE DRAWER IN WHICH 
THEY ARE KEPT 
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A BUFFALO, NY. STORE RECORDS ITS GAS 
RANGE SALES BY USING A MAP OF THE 
CITY WITH COLORED PINS TO INDICATE 
EACH SALE . THUS PROSPECTIVE CUSTOMERS 
CAN BE SHOWN HOW MANY OF THEIR 
NEIGHBORS USE THAT KIND OF STOVE 


JUNE 21, 1934 


Drawn by 
Robert Pilgrim 


GEASONABLE DIGPLAYS SHOULD 
SLIGHTLY PRECEDE THE GEASON 
IN ORDER THAT NEEDS MAY 

BE ANTICIPATED 
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A BESSEMER, ALABAMA , STORE 
CARRIES THE MAJORITY OF IT6 STOCK 
ON TABLES, WITH RESERVE STOCK 
UNDERNEATH. THIS ENSGURES CONVEN- 

IENT HANDLING AND A READY 
KNOWLEDGE OF NEEDED REPLACEMENTS 
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ADVANCES BECOMING EFFECTIVE 


Post Hole Diggers and 
Augers and Hooks 


F Ingot Copper 
Tarred and Asphalt Felts Cobblers’ Nails 


Some Types of “B” Bat- Long Trunk Nails 
teries Copper Cut Nails 
Certain Harmonicas Copper Tacks 
Rubber Covered Wire Copper Clout Nails 
DECLINES BECOMING EFFECTIVE 
Keystone Circular Saws Linseed Oil 
Short Trunk Nails 
Table and Shelf = Cloth 


Some Types of “ Gum Turpentine 


Batteries Brass Strainer Cloth 


ADVANCES ANTICIPATED 


Galvanized Ware Oil Cloth 
Carriage and Machine Bolts and Nuts 


BEING QUOTED UNDER NEW PRICE PLAN 


Griswold Products Stove Bolts 
Machine Screws and Nuts Wire Products 


Effective June 11, the terms on 
“merchant” wire products—including 
nails, staples, smooth and _ barbed 
fence wire, bale ties, clothes lines, 
woven wire fence and steel posts—have 
been restored to the pre-code level of 
net 60 days, less 2 per cent for cash in 
10 days. This is a welcome modifica- 
tion of the steel code, to meet an al- 
most unanimous plea from merchant 
mills and their distributors. 


* * * 


Cobblers’ nails were marked up 
about 13 to 18 per cent early this 
month. Plain finish nails, in 4% pound 
papers, were advanced two cents per 
dozen, and brass plated nails three 
cents per dozen. The rise during the 
past 12 months, on the staple sizes in 
brass plated, has been 33 1-3 per cent. 
Trunk nail prices were changed May 
25—sizes 4% to 1 inch being slightly 
reduced, and sizes 11% inch and larger 
moderately advanced. The extras for 
packing and for various finishes are 
the same as quoted last October. 

* so * 


Copper cut tacks advanced 
about June 4 three cents per pound, 
with net advances for the smaller sizes 
and packages unchanged. Copper cut 
nails and copper clout nails advanced 
four cents per pound on June 5, the 
former extras continuing. 

% * * 


On stove bolts, round and flat 
head, new list prices were issued June 
1, with an advance in the discounts, 
making a total average mark-up on 
leading hardware sizes of around 24 
per cent. The lists on small stove 
bolts (up to 3/16 x 3 in.) are re- 
duced, and on the larger sizes are 
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Plumbing Enamelware 





North Wayne Corn Knives 


June 
21st 
1934 


generally advanced. The new dis- 
counts to wholesalers figure about 17 
per cent mark-up, aside from the list 


differences. 
* * # 


New discounts on _ machine 
screws and nuts were in effect May 31, 
with oval and fillister head quoted now 
at the same percentage as flat and 
round head. The printed discounts 
are slightly lower than on the preced- 
ing December, 1933, price sheets, but 
are practically unchanged, in net re- 
sult, from prices recently in general 


effect. 
* * * 


Prices were advanced on post 
hole diggers and augers, effective June 


1—and the new schedules set the open- 
ing prices to jobbers for the 1934-1935 
season. The price changes range from 
$1.00 to $1.25 per dozen on popular 
pattern diggers. Iwan pattern augers 
are up 10 per cent, while drain clean- 
ers are unchanged. March 1, 1935, 
dating will be in effect on orders 
shipped after Nov. 1, 1934. Prices on 
repair handles for diggers have been 
left unchanged or slightly reduced. 


* * * 


Tarred and asphalt felts ad- 
vanced again on June 8, about 5 per 
cent. No. 14 tarred felt in four-square 
rolls is now priced at $1.71 per roll 
(formerly $1.64) and 30 Ib. slater’s 
felt in 500 square foot rolls has been 
raised from 82 cents to 86 cents per 


roll. 
* & * 


Price declines were reported 
June 8 on linseed oil, 144 cents per 
gallon, and on gum turpentine, two 
cents per gallon. The last previous 
changes on both these staples were up- 
ward, with a rather bullish trend, here- 
tofore, on linseed oil in particular. 

* * * 


Table and shelf oil cloth, due to 


a manufacturers’ price war, has taken 
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Increases in Wholesale Hardware STOCKS 
Over Corresponding Months of 1933 
National Averages) 
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MAY 
JUN 
JUL 


two drops totaling about 171% per cent. 

Leading jobbers feel that the decline is 

temporary, and that present low levels 

offer an attractive buying opportunity. 
* * * 


Henry Disston & Sons, Inc., 
Philadelphia, Pa., has announced a re- 
duction, effective June 1, in the prices 
of Keystone, home workshop, circular 
saws. The six-inch size has been re- 
duced from $1.15 to $1.00; the seven 
inch from $1.50 to $1.25; the eight 
inch from $1.65 to $1.40, and the 10 
inch from $2.10 to $1.80. The usual 
dealer margain is provided by the 
lower prices, which the manufacturer 
states have been made possible by a de- 
crease in manufacturing costs, result- 
ing from sales increases occurring 
since the line was introduced a year 
ago. 

* & 


The plumbing enamelware line 
—tubs, lavatories, sinks, etc.—was re- 
duced 10 per cent by leading manu- 
facturers early in June—canceling the 
advance of last fall on the same goods. 
Concessions made by some sellers had 
caused considerable loss of business to 
others, and the general decline fol- 
lowed. There is some feeling that the 
reduced market will be of short dura- 
tion, for costs have been trending up- 


ward. 
* * * 


Brass strainer cloth, in new 
prices quoted June 12, declined very 
sharply. The preceding (April 9, 
1934) price schedule represented a 
mark-up of 60 to 80 per cent above last 
summer’s quotations. Some producers 


JUNE 21. 1934 


WHOLESALE COLLECTIONS 


New York. The per cent of accounts 
outstanding March 31 collected in 
April, 1934, was 40 per cent, as com- 
pared with 39.9 per cent in April, 
1933. 


Philadelphia. Wholesale collections 
were 19 per cent more prompt than 
in April last year. 

Cleveland. (No data). 

Boston. (No data). 

Richmond. The per cent of April 1, 
1934, receivables collected during 
the month was 42.5 per cent. 

Atlanta. The per cent of April 1, 
1934, receivables collected during 
the month was 35 per cent, as com- 
pared with 23.2 in April, 1933. 

Chicago. Collections in April, 1933, 
showed an increase of 76.4 per cent 
over the same month of 1934. 

St. Louis. Wholesalers report settle- 
ments as exceeding expectations and 
greatly in excess of a year ago. 

Minneapolis. Wholesale hardware col- 
lections were 22 per cent larger than 
in April last year. 

Kansas City. Wholesale collections in 
April were not as good as in the 
preceding month, but were better 
than a year ago. 

Dallas. The rate of wholesale hard- 
ware collections showed a further 
pick-up during April. The ratio of 
collections to accounts and notes 
outstanding on March 31 was 51.6 
per cent. 

San Francisco. The percentage of col- 
lections during the month to total 
amount due from customers on the 
first of the month was 38.5 per cent 
in April, 1934, as compared with 28.3 
per cent a year ago. 








refused to support so stiff a program, 
and the present change is the result. 
June 12 quotations are around 33 1/3 
per cent higher than a year ago. 

* & # 


The advance on welded chain 
announced last month, to be in effect 
June 15, has been extended to cover all 
leading items of weldless chain. Job- 
bers have reported a few weeks of very 
active selling at the former prices, 
since news was circulated of the in- 
tended mark-up. 

* * * 


New prices on the Eveready 
line, issued June 1 by National Carbon 
Company, include advances on four 
competitive type “B” batteries, and de- 


Increases in Wholesale Hardware SALES 
Over Grresponding Months of 1935 
(National Averages) 
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clines on Nos. 768 and 771 “C” bat- 
teries. Other numbers remain as 


before. 
* *& # 


Ingot copper (blue eagle) has 
advanced from 81% to 9 cents per Ib., 
carrying with it the usual prompt (14 
cent) change on copper sheets, wire, 
etc., and a mark-up of 14 cent on brass 
products, effective June 12. One man- 
ufacturer of copper rivets and burrs 
has recorded an expected advance of 
probably one cent per lb., subject to 
further confirmation. 

no x * 


On galvanized ware, tubs, pails, 
ash and garbage cans, etc., code prices 
filed by leading makers are, for the 
present, unchanged from figures previ- 
ously in effect. Some manufacturers 
feel, however, that an advance will be 
necessary, and probably some time in 
July, due to recent rise in costs. 

* & & 


A change in cash discount by 
Griswold Mfg. Co., covering their lines 
of hollow ware, cast aluminum ware 
and food choppers, nets a general in- 
crease of about three per cent. It is 
expected that a similar change will 
affect the company’s line of dampers, 
after the current season is over. 

* *% * 

M. Hohner, Inc., manufacturers 
of harmonicas, have announced recent 
declines of 10 to 20 per cent on five 
or six popular numbers of their Hotz 
line. The purpose has been to place 
these items in a more popular retail 
price range. 

(Continued on page 52) 
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YOUNG HEADS GROUP 
IN LOUISVILLE, KY. 
Karl H. Cherokee 
Hardware Co., Ky.. 
was elected president of the new- 
ly organized Independent Hard- 
Inc., comprising 
merchants in Louisville, New 
Albany and Jeffersonville. The 
group is planning an extensive 


Young, 
Louisville, 


ware Stores, 


advertising and merchandising 
campaign. Organization of the 
Independent Hardware _ Stores, 
Inc., was effected in the assembly 
room of The Times and The 
Courier-Journal, after a series of 
preliminary meetings. 

Other officers are: 
ler, Boulevard 


Mil- 


Co.. 


Lyons 
Hardware 
vice-president: H. E. 
treasurer, and J. L. Mather, 
Mather-Boehmer Harware Co., 
secretary. Trustees elected were: 
K. L. Fenger, New Albany; R. L. 
Smith, J. R. Smith Hardware 
Co.; E. M. Allsmiller, V. K. 
Ecker and H. J. Keller, Falls 
City Hardware & Electric Co., 
Jeffersonville. 


TRUE & BLANCHARD CO. 
50 YEARS IN BUSINESS 
The wholesale and retail hard- 

ware firm of True & Blanchard 

Co., Inc., Newport, Vt., recently 

celebrated its fiftieth anniversary. 

To commemorate the anniversary, 

a store-wide sale was held. An- 

nouncement of the event was 





Carl Haecker Gives Display Talk To Chicago’s 


g, win- 
dow and store display and bet 


Urging better advertising 


ier selling methods behind the 
counter Carl D. Haecker, ad- 
dressed a recent meeting of the 
14th Floor Mart Club, held at 


the club’s headquarters in The 


Russman, 


READ IT IN HARDWARE 


NEWS OF 
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THE “BLACK BLIZZARD” AT WATERTOWN, S. D. 





This unusual photograph was taken at 3 p. m., May 9, 1934, in Watertown, S. D., during the 

recent black dust storm which swept over several mid-western states. George M. Evenson, 

vice-president, Knapp & Spencer Co., Sioux City, lowa, who sent this photo to HARDW ARE 

AGE, writes: “The photograph was taken by one of the local photographers at Watertown, 

S. D. He advises that a half hour before he took the picture, it would have been impossible 

for him to have done so because the dust storm had so completely shut out the sunlight that 
he could not see the street lights across the street.” 


made in a four-page advertising 
section in a local newspaper. Pic- 
tures of the old and present store 
were shown. 

W. W. True, president of the 
company, founded the 
-in 1884. i 


FORM COMPANY TO MAKE 
TOOLS, DIES, GAGES 


The Red Lion Tool & Engi- 


business 


Merchandise Mart, Chicago, III. 
Mr. Haecker scored manufac- 
who sell retailers and 
wholesalers their merchandise 
without making suggestions for 
successfully selling it. He held 
that manufacturers should 


turers 


con- 





neering Co., Red Lion, Pa., was 
recently organized to 
ture tools, dies, gages and spe- 
Harry W. Lauer is 
Other 


president, 


cial items. 
president of the company. 
Vice - 
Roseman; 
Willis R. Michaels, and treasurer. 


Eugene R. Horn. 


officers are: 


George 5S. secretary, 


14th Floor Mart Club 


sider consumer needs first, then 
sell the trade what the consumer 
will buy. 

President Milton K. Grey, 
Wizard, Inc., appointed P. C. 
Cloyd, chairman of the golf com- 
mittee. 





Members and guests of the 14th Floor Mart Club at a recent meeting of the club held in The Merchandise 
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Mart, Chicago. 


manufac- 


MINN. FIRM CELEBRATES 
ITS 80TH ANNIVERSARY 
T. H. Loyhed & Son Hardware, 

Faribault, Minn., recently cele- 

brated its eightieth anniversary 

with a store wide sale, announced 
in a four page newspaper adver- 
tisement. Started in 1854 by 

T. H. Loyhed the business first 

depended on wagons to haul mer- 

chandise from Hastings, the 
nearest river shipping point. The 


| two story brick building built by 


| Appliance 


Loyheds about 70 years ago was 
the only one to survive a dis- 
astrous fire years ago when sur- 
rounding buildings were entirely 
destroyed. 

The founder mover to Cali- 
fornia in 1898 and died in 1915, 
at the age of 85. His son Edgar 
H. Loyhed was later actively in 
charge of the business until his 
death in 1931. 


MART PLANS APPLIANCE 
AND HOUSEWARES SHOW 
New lines will be shown at the 


House Furnishings & Electrical 
Market, to be held 


| July 30 to Aug. 11 in The Mer- 


| chandise 


Mart, Chicago. The 
show, which will be on the four- 
teenth floor, will include house- 
wares, sporting goods and elec- 
trical appliances. 

For the first time, temporary 
exhibitors are being accepted. 
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Executive Changes, Meet- 
ings, 


Current Events in 


the Hardware Trade 

















Allen Announces 57 Per Cent Business Increase 
at Westinghouse Agent Jobbers’ Meeting 


W. W. French, Wholesale Hardware Executive, 
Heads Westinghouse Jobbers’ Association 


A steady improvement in the 
electrical home appliance busi- 
ness throughout the past year 
resulted in a very noticeable 
spirit of optimism at the annual 
meeting of the Westinghouse 
Agent Jobbers’ Association held 
recently at the Mansfield, Ohio, 
plant of the Westinghouse Elec- 
tric & Mfg. Co. For the first 
time in the twenty years of its 
existence, the organization met at 
the merchandising department’s 
headquarters, eighteen of the pre- 
vious meetings being held at Hot 
Springs. Va. In commenting on 
this fact at the opening session 
of the five-day convention, A. W. 
Robertson, chairman of the West- 
inghouse board, pointed out that 
“This is a year for serious and 
intensive work.” Of business 
conditions he said, “The present 
is very good; we don’t know any- 
thing about the future—no use 
to worry about that. We are off 
this year to a real flying start.” 

At this meeting of representa- 
from all over the United 
States, Arthur E. Allen, new 
Westinghouse vice-president in 
charge of all merchandising de- 
partment activities. emphasized 
the steadily improving trend of 
his company’s business. “Orders 
received.” he said, “during the 
first quarter of 1934 showed a 57 
per cent increase over the same 
period for 1933. Bookings and 
sales billed in the last two months 
have been the highest in several 
years. 

“In our merchandising lines, 


tives 


which go into the home, the im- | 


provement has been even more 
impressive. Refrigerator sales 


have increased every month dur- 
ing 1934, until in April we 
showed a 158 per cent increase 


over April, 1933, and the entire | 


four-month period showed an 80 
increase over the first 
1933. The in- 
crease in sales for this 
same period has been more than 


per cent 
four months of 
range 


300 per cent; commercial refrig- | 


eration 242 per cent; water heat- 
ers 252 per cent; vacuum clean- 
ers 228 per cent; 


machines 255 per cent; food 
mixers 35] per cent, and fans a 
20 per cent greater dealer cover- 
age than last year.” 

During their stay in Mansfield 
the jobbers visited the Westing- 
house “Home of Tomorrow” and 
the fifth day was spent at the 
company’s lighting studios in 
Cleveland. 

W. W. French, vice-president, 
Moore-Handley Hardware Co., 
Birmingham, Ala., wholesale 
hardware distributors, was 
elected president of the Westing- 


house Agent Jobbers’ Associa- 
tion. 
VIKING TO DISTRIBUTE 


HORTON APPLIANCES 

The Viking 
wholesale electric distributors, 
330 W. 42nd St., New York City, 
has been appointed metropolitan 
| New York distributors for Hor- 
ton electric 


Products Corp., 


washing machines 
W. T. White, gen- 
eral sales manager, Horton Mfg. 
Co., Fort Ind., an- 
nounced the appointment. 


ind ironers. 


Wayne, 


heating | 
appliances 81 per cent; washing | 


oO 


Cc. L. GAIROARD HEADS 
GOLF CLUB MAKERS 





| CC. L. Gairoard, president, 
Kroydon Co., president, Kraeu- 
ter & Co., and general sales man- 
jager of J. Wiss & Sons Co., 
Newark, N. J., was elected presi- 
dent of the National Association 
of Golf Club Manufacturers at 
the recent three day convention 
held at White Sulphur Springs, 
W. Va. Philip H. Goldsmith, 
secretary, The P. Goldsmith Sons, 
Inc., Cincinnati, was elected 
vice-president. H. Boardman 


Spalding is secretary. 

Messrs. Goldsmith and Spald- 
ing are members of the Athletic 
Goods Code Authority. 


PIDGEON-THOMAS CO. 
TO HANDLE ENDURO 


The appointment of Pidgeon- 
Thomas Iron Co., Memphis. 
| Tenn., as distributor of Enduro 
stainless steel has been an- 
| nounced by N. J. Clarke, vice- 
| president in charge of sales, Re- 
| public Steel Corp., Youngstown, 
Ohio. 


HA 
OF BERGER MFG. CO. 
L. S. Hamaker, sales promotion 

manager, Republic Steel Corp., 

Youngstown, Ohio, has been 

made vice-president and general 

manager of The Berger Mfg. Co., 

Canton, Ohio, wholly owned sub- 

sidiary of the Republic organiza- 

tion. 

Mr. Hamaker began his career 
in the steel industry in the sales 
department of The Berger Mfg. 
Co. and later became advertising 
manager. During a_ series of 
mergers be became advertising 
manager of United Alloy Steel 
Co., Central Alloy Steel Corp., 
and finally of Republic Steel 
Corp., when that 
was formed. 


organization 
He was appointed 
sales promotion manager of the 
Republic company in 193]. 


MEMPHIS HARDWARE 
FIRM CONSOLIDATES 
STORES 


Brothers Hardware 
Co., Memphis, Tenn., which has 
operated a store in the down- 
town district for 45 years is con- 
solidating it with its suburban 
store at 1340 Madison Ave. 
William Stewart pointed out that 
the firm will be better able to 
serve the public by consolida- 
tion of its stocks as the cross- 
town 


Stewart 


store is closer and more 
convenient to 90 per cent of the 
general public than the old 
downtown location, 


| WHITE MOP WRINGER CO. 


OPENS CHICAGO BRANCH 

The White Mop Wringer Co., 
Fultonville, N. Y., has established 
a branch at 1826 W. Grand Ave., 
Chicago, Ill., for the convenience 
of its mid-west distributors. A 
complete stock of White cleaning 
equipment will be carried at the 


| new branch. 





Some of the wholesalers who attended the convention of the Westinghouse Agent Jobbers’ Association at the Mansfield plant of the Westinghouse 
Electric & Mfg. Co.: W. W. French, wholesale hardware executive, who was elected president of the association, is indicated by the arrow. 
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JOINT JOBBER-MANUFACTURER CONVENTION MEETS 
IN ATLANTIC CITY, N. J., OCTOBER 22 TO 25 


The — sixty-ninth 
convention of the American 
Hardware Manufacturers Asso- 


ciation and the fortieth annual | 


convention of the National 
Wholesale Hardware Association 
will be held jointly at the Marl- 
borough-Blenheim, Atlantic City, 
N. J., with the opening session 
Monday evening, October 22, and 
the adjournment Thursday, Oc- 
tober 25. Headquarters of both 
associations will be at the Marl- 
borough-Blenheim where all ses- 
sions of the convention will be 
held. 

In connection with the conven- 
tion the certificate plan will be 


semi-annual | used, providing round-trip rail- 


road transportation on the basis 


| of fare and one-third from any 


| 





point, with use of alternate route 
returning if desired and the usual 
stop-over privileges. Blank forms 
for filing of delegate lists will be 
mailed to members in September. 
George A. Fernley, secretary- 
treasurer, The National Whole- 
sale Hardware Association, has 
his offices at 505 Arch St., Phila- 
delphia, Pa. Charles F. Rock- 
well, secretary, American Hard- 
ware Manufacturers Association, 
makes his headquarters at 342 
Madison Ave., New York City. 





MASON SCUDDER HEADS 
ATHLETIC GOODS ASSN. 


Mason Scudder, _ president, 
Rawlings Mfg. Co., St. Louis, 
was elected president of the Ath- 
letic Goods Manufacturers Asso- 
ciation at the recent meeting 
held at White Sulphur Springs, 
W. Va. Mr. Scudder succeeded 
Frank W. Bradsby, president, 
Hillerich & Bradsby Co., Louis- 
ville, who had held that office 
for many years. Mr. Bradsby re- 


quested that he be relieved of 


office. 

M. Van Cott was elected vice- 
president, and H. Boardman 
Spalding was elected secretary 
and treasurer of the organization. 

The association’s members com- 
peted for the Frank W. Bradsby 
trophy, A. E. Kennedy, Ken-Wel 
Sporting Goods Co. and C. F. 
Robbins, president, A. G. Spald- 
ing & Bros, tying for first place. 


T. M. MeCARTER HEADS 
ELECTRIC INSTITUTE 


Thomas M. McCarter, Newark, 
N. J., was elected president of 
the Edison Electric Institute at 
the annual election heid in At- 
lantic City, June 6. Vice-presi- 
dents elected are: W. J. Hag- 
enah, Chicago; Paul M. Downing, 
San Francisco; A. H. Kehoe, 
New York City, and J. G. Holtz- 
claw, Richmond, Va. Bernard 
F. Weadock, New York City, is 
managing director, and H. S. 
Bennion, New York City, is as- 
sistant managing director. Ed- 
ward Reynolds, Jr., New York 
City, was elected treasurer of the 
institute. 

WILL REPRESENT MFRS. 

ON PACIFIC COAST 


F. B. Macomber and M. A. 
Johnson have entered business as 
manufacturers’ direct representa- 
tives, with headquarters at 354 
Hobart St., Oakland, Calif. Op- 
erating under the name, John- 
son Macomber Co., the firm will 
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cover California, Oregon, Wash- 
ington, Arizona and Nevada. 

The company desires to con- 
tact manufacturers interested in 
Pacific Coast representatives to 
call on wholesale hardware, mill 
supply, automotive, electrical, 
plumbing and oil well supply 
houses and ship chandlery whole- 
salers. 


A. G. KIMBALL HEADS 
CODE AUTHORITY GROUP 


A. G. Kimball, president, Lan- 
ders, Frary & Clark, New Britain, 
Conn., representing the table 
knife section of the cutlery, 
manicure implements and paint- 
ers and paperhangers’ tool manu- 
facturing and assembling indus- 
try heads the code authority for 
that industry. 

Other members: C. L. Gairoard, 
sales manager, J. Wiss & Sons 
Co., Newark, N. J., scissors and 
shears section; R. U. Clemence, 
secretary, Hyde Mfg. Co., South- 
bridge, Mass., painters and pa- 
perhangers’ tool section; Max 
Schnefel, president, Schnefel 
Bros., Inc., Newark, N. J., mani- 
cure section; L. Lindsay, secre- 
tary-treasurer, Geneva Cutlery 
Co., Geneva, N. Y., straight razor 
section, and C. W. Silcox, secre- 
tary, Robeson Rochester Corp., 
Rochester, N. Y., pocket knife 


section. 


KETTLE CLUB MEETS 


Members of the Los Angeles 
Pot & Kettle Club recently held 
a joint meeting with the Auto- 
motive Booster Club No. 20 of 
Southern California, which was 
conducted by Chairman William 
Hitt, Pot & Kettle Club, and 
Glenn Shaver, president of the 
Automotive Boosters. Mr. Hitt 
outlined the activities of the Pot 
& Kettle Club. 

Other meetings of the Los An- 
geles Pot & Kettle Club during 
May included an address by Rob- 


ert J. Bauer, secretary of the 
| Better Business Bureau and local 


| retail code authority, on “The Til | 


Effect of Chiseling in Business.” 
Francis T. Hawtrey, inspector, 
Los Angeles Police Department, 
| outlined police methods of com- 
munication and gave some inter- 
esting details on the recent Gettle 
kidnapping case. At another 
meeting, Major Frank E. Bene- 
dict spoke on the “Support of 
NRA Codes.” 


| 
| 


*FRISCO KETTLE CLUB 
HOLDS AUCTION SALES 


At recent meetings of the San 
Francisco Pot & Kettle Club, auc- 
tion sales were held to provide 
funds for entertaining guests at 
the Pot & Kettle Club convention, 
to be held in Monterery, Calif., 
June 22 and 23. 

Capen A. Fleming, general 
manager, Mannfacturers & 
Wholesalers Association of San 
Francisco, told of Market Week, 
Aug. 6 to 11, being sponsored by 
his organization, and asked the 
cooperation of the Pot & Kettle 


Club. At a later meeting Ray G. 
deGuire, city passenger agent, 
Great Northern Railway, ex- 


hibited colored views of Yellow- 
stone National Park as well as 
a moving picture of a trip to 
Alaska. 

At a later meeting Rosalind 
Goodrich Bates, attorney-at-law, 
gave a talk on the topic, “Save 
California Tax Payers Over One 
Million Dollars a Year.” Com- 
mittee reports were made on 
plans for the national conven- 
tion of the Pot & Kettle Clubs. 


CINCINNATI DEALERS 
PLAN AN OUTING 


At the June 4 meeting of the 
Independent Hardware Stores, 
Inc., of Cincinnati, Ohio, and 
vicinity, held at the Cincinnati 
Post, Stanley Schneider was ap- 
pointed advertising director for 
the outing to be held by the 
group at Zoological Gardens on 
July 25. Mr. Pancake, Saeger 
Winstel Co., Cincinnati, outlined 
selling features of a roof-coating 
product. 

Howard Zimmerman, president 
of the Independent Hardware 
Stores, conducted the meeting. 


J. H. Crowe, Birmingham, Ala., 
secretary, Retail Hardware Asso- 
ciation of Alabama, has an- 
nounced that he will call group 
meetings about every 90 days. 

Members of the association 
held two district meetings in 





May. One meeting brought to- 


FRED HINCHMAN JOINS 
| LAMSON & GOODNOW CO. 


Fred B. Hinchman has joined 
| Lamson & Goodnow Mfg. Co., 
| Inc., with offices at 71 Murray St., 
New York City. For the past 
fifteen years Mr. Hinchman rep- 
resented the John Russell Cut- 





FRED B. HINCHMAN 


lery Co. as manager in the metro- 
politan New York district. He 
is well known to the trade and 
has contributed several articles 
on the sale of cutlery in hard- 
ware stores to HARDWARE AGz. 
Mr. Hinchman has made sev- 
eral addresses on the sale of 
cutlery in retail hardware stores 
before associations in the metro- 
politan area. 

He is a past president of the 
Hardware Boosters. 


HOUSEWARES CLUB 
PLANS OUTING FOR 
JULY 11 


Members of the Housewares 
Club of New England will hold 
an outing at “Roseland,” Boston 
Post Road, Wayland, Mass., July 
11. Golf, dinner and dancing are 
on the program. 

At the May meeting conducted 
by President Al Porcelain, Jor- 
dan Marsh Co., Boston, Mass., a 
resolution was adopted urging 
New England buyers to give New 
England housewares salesmen 
first opportunity before calling 
salesmen in the same lines from 
outside the New England terri- 





tory. 





Alabama Assn. To Meet At 90 Day Periods 


gether dealers from Tuscumbia, 
Sheffield and Florence, Ala. The 
meeting was held at Florence. 
The second meeting at Decatur, 
Ala., was attended by dealers 
from Decatur, Hartsell and 





Athens. 
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O. E. THOMPSON & SONS 
BUY R. L. DORSEY CO. 


The R. L. Dorsey Co., Indian- 
apolis, Ind., manufacturers of 
hardware and woodenware spe- 
cialties, has been acquired by 
O. E. Thompson & Sons, Ypsi- 
lanti, Mich. The R. L. Dorsey 
Mfg. Co. was organized by Rob- 
ert L. Dorsey after he resigned 
from the Tucker-Dorsey Mfg. Co., 
Indianapolis, with which firm he 
had been connected for 50 years. 
The business of the Thompson 
organization was started in 1857. 

John H. Graham & Co., Inc., 
New York City, direct manufac- 
turers’ representatives, now be- 
comes the exclusive representa- 
tive for O. E. Thompson & Sons, 
for the line of Dorsey double 
alarm tills, Dorsey slaw and 
kraut cutters produced by the 
Thompson company as well as 
for Thompson grass seeders and 
root and vegetable cutters. 


H. B. MACRAE MOVES TO 
NEW OFFICE QUARTERS 


Harry B. Macrae, St. 
Mo., manufacturers’ representa- 
tive, has moved his office from 
5540 Pershing Ave. to Room 203, 
411 Olive St. Mr. Macrae, who 
was for many years Chicago rep- 
resentative for Reading Hardware 
Corp., Reading, Pa., represents 
that company in his territory. 


F. P. MAY BUILDING 
TO BE STRICTLY 
WHOLESALE 


The new building of the F. P. 
May Hardware Co., Washington, 
D. C., was described in Hanp- 
wARE AcE for June 7. It was 
stated that the company would 
include a model retail store in 
connection with the display room. 
In order that this statement may 
not be misunderstood, we add 
that the May Hardware Co. will 
not engage in retail business in 
any way. The model store will 
be included for the assistance of 
May company customers, in mer- 
chandising ideas, display, etc. 


MERGE N. Y. OFFICES OF 
ILCO AND LOCKWOOD 


The New York offices of the 
Independent Lock Co. and the 
Lockwood Hardware Mfg. Co., 
both of Fitchburg, Mass., have 
been consolidated and are now 
located at 25 Warren St., New 
York City. The Lockwood con- 
tract sales office was formerly at 
136 E. 37th St. The Lockwood 
Hardware trade sales office and 
the Independent Lock Co. sales 
office formerly at 4A Warren St. 
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are now also at 25 Warren St. 

A large and varied stock of 
Lockwood builders’ hardware 
and Ilco products is carried at 
the new location. 


WINCHESTER ANNOUNCES 
CUSTOM BUILT GUN UNIT 


Installation of a custom built 
gun department has been an- 
nounced by the Winchester Re- 
peating Arms Co., New Haven, 
Conn., under the direction of R. 





R. G. OWEN 


G. Owen, well known custom gun 
builder. The department will 
supply shooters with firearms 
slightly or greatly different from 
standard models. 

This new department will be 
in position to fit each shooter to 
his individual requirements: in- 
cluding: special borings; special 
engraving; gold inlay; special di- 
mension stocks; hand __ fitting, 
smoothing up parts by hand; 
cheek piece stocks or Monte Carlo 
stocks, ete. In addition the com- 
pany plans to have a _ special 
shooting school operating in con- 
nection with the department, 
where shooters can be properly 
fitted and guns tried for targets. 

A booklet describing the scope 
of the services to be offered by 
the Winchester custom built gun 
department will shortly be avail- 
able. 


FRIDLEY NAMED PRES. 
OF CAP SCREW BUREAU 


J. W. Fridley, president, Cleve- 
land Cap Screw Co., Cleveland, 
was elected president of the 
United States Cap Screw Service 
Bureau at its recent annual meet- 
ing. W. H. Hill, Scovill Mfg. 
Co., Waterbury, Conn., was 
elected vice-president. A new 
executive committee was named 
comprising: R. M. Heames, Vic- 
tor-Peninsula Co., Detroit; H. E. 
Penfield, president, Standard 
Screw Co., Chicago, and H. D. 
North, president, Ferry Cap & 
Set Screw Co., Cleveland. 














These flag display stands have helped Mandel Hardware, 


| 15702 Waterloo Rd., Cleveland, Ohio, make a profit on flags 


| previous to holidays such as Labor Day, Decoration Day and 


Independence mn during the past “ years. 


WwW. T. KELLY NOW WITH 
LORICK & LOWRANCE 
W. T. Kelly 


recently joined | 





Ww. T. KELLY 


Lorick & Lowrance, Inc., Co- 
lumbia, S. C., wholesale hardware 





| distributors, as saideaiie agent 
j}and sales manager. Mr. Kelly 
| succeeded R. W. Bass, who had 
| been connected with the company 
| for the past 18 years. 

Mr. Kelly is well known to the 
| trade and has had wide experi- 
|ence in the wholesale and retail 


| 
}ends of the hardware trade. 


TIN PLATE COMPANY HAS 
| OFFICE IN MILWAUKEE 


F. M. Fuller, general manager 
of sales, American Sheet & Tin 
Plate Co., Pittsburgh, Pa., has 
announced the opening of an ad- 
ditional office in the Chicago dis- 
trict, located in the Bankers 
Bldg., Milwaukee, Wis., with A. 
P. Bronson, assistant manager of 
sales as resident manager. W. P. 
Andrews has been appointed as- 
sistant manager of sales in the 
Chicago office. 








GEO. WORTHINGTON CO. INDUSTRIAL CLINIC 


ATTRACTS 


Nine hundred industrial buy- 
ers, master mechanics and gen- 
eral superintendents attended the 
Industrial Clinic held June 6 at 
the plant of The Geo. Worthing- 
ton Co., Cleveland, Ohio, whole- 
sale hardware distributors. Guests 
were taken through the plants 
and warehouses of the company, 
where the general merchandise 
was displayed. 

About 20 manufacturers ex- 
hibited their products through a 
booth arrangement, each com- 
pany having several sales repre- 
sentatives present. Tapping and 
drilling demonstrations put on by 
the Greenfield Tap & Die Co., 
Greenfield, Mass., and the Cleve- 
land Twist Drill Co., Cleveland, 


900 GUESTS 
were among the 


held. 


The Worthington company be- 
lieves that by putting on such a 
clinic the buyer and his staff have 
an opportunity to look over the 
goods themselves and get a clear 
picture of the complete Jine han- 
dled. The purchasing agent is 
also given a clear picture of one 
of his local supply houses. The 
sponsoring company gets infor- 
mation of value in supplying the 
needs of purchasing agents. This 
clinic was the second one held 
during the past two years by the 
Worthington company. 


demonstrations 


A buffet lunch was served to 
guests. 
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THOMAS C. JOHNSON 


Thomas C. Johnson, product 
engineer, Winchester Repeating 
Arms Co., New Haven, Conn., 
died June 4, after more than 48 
years of service with that organi- 


zation. Starting with the Win- 





THOMAS C. 


JOHNSON 


company in 1885 as a 
draftsman, he continued with the 
‘ompany until his death, although | 
ill health had recently kept him 
away from the office for several 


chester 


months. In addition to his work 
in gun design, he was for many 
years in full charge of the patent 


and legal end of the business. 


PAUL NORTH 


Paul North, for almost half a 
century a manufacturer of traps 
and targets and a pioneer in the 
development of the sport of trap- 
shooting, died recently. Three 
years ago his health failed and he 
retired. Last year he disposed of 
his the Chamberlain 
Cartridge & Target Co., to Rem- 
ington Arms Co., Bridge- 
port, Conn. The business is now 
known as the Chamberlain Trap 
& Target Works. 

Mr. North brought out the 
“Magautrip,” the first successful 
automatic target throwing device. 
Over a long period of years his 
brother Charles, widely 
known in trapshooting circles, as- 
sociated with him in business, as 
did his son, Paul, Jr., who passed 
away suddenly a year ago. 


business, 


Inc., 


' 
also 


J. B. LAUDERDALE 


J. B. Lauderdale, 57, secretary 
and treasurer, American Handle 
Co., Jonesboro, Ark., died June 
3 in St. Petersburg, Fla., where 
he and his family were spending 
their vacation. Leaving Jonesboro 
May 30 he arrived in St. Peters- 
burg June 2. The next afternoon | 
he was in bathing with his chil- | 
dren when he suffered a heart 
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| Providence 





LAUDERDALE 


J. B. 


attack and passed away in a few 

| minutes, 
Mr. Lauderdale was with the | 

American Handle Co. for the past | 


thirty years. 


JOHN F, DONOHUE 


John F. Donohue, 67, formerly 


OBITUARY 








| joined the company in 1921, is 
survived by Mrs. Pergrin and 
three children. 


FRANCIS JEROME ROOT 

Francis Jerome Root, 86, pres- 
ident, New York Wire Cloth Co., 
New York City and York, Pa., 
died at his residence in New 





FRANCIS J. ROOT 


with Belcher & Loomis Hardware | York City on June 7. Following 


Co., Providence, R. I., died May 
26 at his home in that city. He 


than 40 
years a 


for 
years and was 
buyer for Belcher 
Many of his former associates 


more 


for 25 


| in the Belcher & Loomis organiza- 
| tion 


attended funeral services, 
together with representatives of 


other hardware concerns in the 


| city. 


JAMES DYER 


James Dyer, 85, dean of arms 
and ammunition salesmen, died 
recently at Mississippi City, Miss. 
Many of the older hardware 
wholesalers and dealers knew Mr. 
Dyer when he covered a territory 
which included practically the 
entire United States at one time. 
Although retired for a number of 
years, he had remained quite 
active until the time of his death. 
Most of his business career he 
represented Remington Arms Co., 
Bridgeport, Conn., and in earlier 
days Union Metallic Cartridge 
Co. 

Mrs. Dyer survives. 


MAX V. PERGRIN 


Max V. Pergrin, 34, president 
and treasurer, Central Hardware 
& Factory Supply Co., 
Ohio, was found dead in his 
office on June 7. A revolver was 
found near Mr. Pergrin’s body 


and it is believed that he took 
his own life in a moment of de- 
spondency. Mr. Pergin, who | 


| was in the hardware business in | 


& Loomis. | 


his graduation from college he 


facture of woven wire fabrics and 
founded the New York Wire 
Cloth 
rated in 1892. He became the 
company’s president and has been 
continuously active in the direc- 
tion of the business. 

One son, Louis D. Root, who 
has been, and will continue to be, 
active head of the company, sur- 
vives. 


GEORGE ROBERTSON 
Robertson, 78, Red 


George 


| Creek, N. Y., for many years a 
hardware dealer in that commun- | 


ity:died June 3. 
the hardware business in 
with Patrick Maloney. Later he 
operated a farm near the village 
for thirteen years. Twelve years 
ago he became a member of the 
Red Creek Hardware Co. 


FRANK A. BERNET 
Frank A. Bernet, who had 


called on southern jobbers con- 
tinuously for fifty years, handling 


nati, Ohio. Mr. Bernet, who was 


| well known to the southern trade, 


was a 
former 


charter member and a 
president of the 


| Guard, Southern Hardware Sales- 


Akron, | 


men’s Association. 
CLARENCE L. BUER 
Clarence L. Buer, 43, Dorr, 
Mich., hardware dealer, died re- 
cently following an operation. 


Co., which was incorpo- | 


HARRY L. GARFIELD 


Harry L. Garfield, for many 
years with the Reading Hard- 
ware Corp., Reading, Pa., died 
suddenly June 4 at the Hotel 
Printup, Gadsden, Ala. For 
many years he traveled for the 
Reading corporation in Texas. 
Five years ago he became sales 
manager and a year ago was 
transferred to the southern ter- 
ritory with headquarters in New 
Orleans. 


GEORGE E. LEHMAN 


George E. Lehman, 70, presi- 
dent, Lehman Hardware Co., St. 
Louis, Mo., died June 5 at his 
home in that city. 


L. E. WEAVER 


L. E. Weaver, 56, Sherwood, 
N. D., hardware dealer, died re- 
cently at a Minot, N. D., hos- 
pital, following an illness of six 
years. 


JOHN T. STORTZ 


John T. Stortz, president, John 
T. Stortz & Sons, Philadelphia, 





ieee ty the te | Pa., tool manufacturers, died re- 
yecame interestec - | 


cently at the age of eighty. 


JOHN B. HENRY 


John B. Henry, 62, Waynes- 
ville, N. C., hardware dealer, died 
May 23 at his home in that town 
following an illness of two years. 
He had been in the hardware 
business in Waynesville for the 


| past 20 years. 


He first entered | 
1886 


HENRY BOEHN 


Henry Boehn, Petoskey, Mich., 
at one time a representative of 
a hardware wholesale firm, died 
recently in that town. He once 
operated a retail hardware store 
in Petoskey. 


Cc. N. HERRINGSHAW 

Charles Nathan Herringshaw, 
61, for the past 32 years president 
of the Herringshaw Hardware 


| Co., 14213 Euclid Ave., E., Cleve- 


Old | 


| ron 


land, died June 1 at his home. 
Mr. Herringshaw, who was active 
in the hardware business for 42 
years, is survived by Mrs. Her- 


brushes, died May 31 in Cincin- | ringshaw and four sone. 


R. E. BARRON, SR. 

R. E. Barron, Sr., manager, 
Rock Hill Hardware Co., Rock 
Hill, S. C., died June 6 as a re- 
sult of injuries sustained in an. 
automobile accident. Mr. Bar- 
was vice-president of the 
Peoples Trust Co. and a director 
of that company and of the Peo- 


| ples National Bank. 


HARDWARE AGE 











any 
ard- 
lied 
otel 
For 

the 
Xas. 
ales 
was 
ter- 
Vew 


esi- 


his 


vod, 


hos- 
six 


ohn 
hia, 


nes- 
lied 
wn 
ars. 


the 


ch., 

of 
lied 
nce 
fore 


lent 
rare 
pve- 
me. 
tive 


ler- 





« 
— = BEEN in business a 
long while. And if I’ve been successful in keep- 
ing my trade I lay a large part of it to an idea 
I had when I started out. 

‘IT reasoned that a man prefers to deal at the 
hardware store where he knows from experi- 
ence he'll get good merchandise. Now, since I 
handled hundreds of items and couldn't possibly 
know all about each one, I decided my best bet 
was to handle the products of well-known con- 
cerns with established reputations that they're 
not going to risk by turning out inferior goods. 

“That's what started me carrying Bethlehem 
Bolts. Notice I say ‘started,’ because after I 
found out how good they are you couldn't give 
me any other kind. 

‘Every shipment of Bethlehem Bolts I get 
is right up to the mark. Clean, accurate, strong 
threads. Heads square with bodies. Nuts that 
fit perfectly. And made of good, strong steel— 
just as you'd expect. . . Good bolts to use, 
which means good bolts to sell.”’ 


JUNE 21, 1934 








There are plenty of reasons why Bethlehem 


Bolts are good bolts. They're made at our Leba- 
non, Pa., Plant, a complete, self-contained 
Bethlehem division devoted entirely to the 
production of bolts, nuts and related products. 
They're made under the direction of men who 
are specialists in bolt and nut manufacture, and 
know it from A to Z: And they're made of 
Bethlehem Stee! of the grade selected by our 
metallurgists as most suitable for the purpose. 

Your jobber can supply promptly Bethlehem 
Bolts in the sizes and types you need. 


BETHLEHEM STEEL COMPANY, General Offices: BETHLEHEM, PA. 


District Offices: Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, 


Dallas, Detroit, Houston, Indianapolis, Milwaukee, New York, Philadelphia, Pittsburgh, 
St. Louis, St. Paul, Washington, Wilkes-Barre, York. Pacific Coast Distributor: Pacific Coast 
Steel Corporation, San Francisco, Seattle, Los Angeles, Portland, Honolulu. 


Export Distributor: Bethlehem Steel Export Corporation, New York. 


BETHLEHEM 
BOLTS**°NUTS 





Whats New 


for Retail 


Hardware Stores 


“Tel-Tale” Compass 


This “Tel-Tale” compass is a small and 
compact airplane type liquid model. Made 
in two types, one with vacuum cup base, for 
attaching to glass, windshields, etc., the 





other type with base for mounting on wood. 
The maker says, “this attractive, precision- 
accurate Tel-Tale Compass is sold at an 
exceptionally low price.” The Stay-Tite 
Products Co., 3107-H Detroit Ave., Cleve- 
land, Ohio. 


Remeo Portable 
Combination Stove-Heater 


This portable combination stove-heater 
provides a blue flame and may be used for 
indoor and outdoor cooking. It burns kero- 
sene and gives quick heat. For use as a 
heater the special alloy mantle is put on the 





burner and brass reflector is placed at the 
back. Made of brass this combination unit 
weighs 4% lb. Illustrations show its use as 
a stove and as a heater. Manufactured in 
Sweden. Swedish Optimus Co., Inc., 35 
Pearl St., New York City. 





Steel Display Stand For 
Westinghouse Fans 


This attractive display stand MF-2424 for 
Westinghouse electric fans is finished in 
hard, lustre baked enamel. May be used for 


50 











New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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other Westinghouse appliances in other 
seasons. The sales card mounted on top 
includes mounted books the pages of which 
open to give sales messages when fans blow 
upon it. Two Westinghouse oscillating 
fans should be placed on diagonally oppo- 
site ends of display. When fan oscillates 





away books on each side of card close. 
When fans blow on books covers open and 
expose selling messages. Stand complete 
with fan selling card offered to dealers with 
assortment of Westinghouse electric fans, 
including one each of the new 12” and 16” 
Master-aire models. Westinghouse Electric 


& Mfg. Co., Mansfield, Ohio. 


Gift Plates Available 
For Norge Refrigerators 


To make more personal the giving of an 
electric refrigerator as a gift for mother, 
wife, etc., special plates are offered for at- 
tachment to Norge refrigerators. There are 
several designs: “To Mother on Her Wed- 
ding Anniversary 1934”; “To Mother On 
Her Birthday 1934,” etc. These plates are 
made of a material known as Britania 





which is white all the way through. Size 
2%” by 144”. Quickly attached with spe- 
cial cement provided, they may be readily 
removed with a cement solvent and in no 
way mar or disfigure the refrigerator, says 
the maker. Available from distributors. 
Norge Corp., 670 E. Woodbridge St., 
Detroit, Mich. 


Horton Model 51 
Attachment Ironer 


The model 51 attachment ironer is one 
of three new models in the Horton line. 
Model 51 is shown in combination with the 
Horton model 15 washer. It has full 26- 
inch roll and is designed for promotional 
use by dealers in combination with Horton 
washers. The Custom model has hinged 
cabinet top fully enclosing ironer when not 
in use. Finish is all white. The Standard 
model mounted on an attractive table with 
drop leaf end is finished in two harmoniz- 





ing shades of green. Both have 26-inch 
roll with full open end, new type shoe and 
automatic knee or finger tip control. Hor- 
ton Mfg. Co., Fort Wayne, Ind. 
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Here's a FACT That Will Help You 
Double Your Gasoline Stove Sales 


KITCHENKOOK 


—the only gasoline stove 
that has 


Rea Jystu fightind 


“Light It and Leave It'—that's what we mean by 
instant lighting! To do that you must have auto- 
matic carburetor control —an exclusive feature 
found only on KITCHENKOOK. There is no 
need to stand around, waiting to complete a second 


operation before a KITCHENKOOK is correctly 
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d lighted. 
: ; 
d That's only one of the many reasons why dealers 
h find it so easy to make KITCHENKOOK sales and 
; why we are working extra shifts in our factories, 
trying to keep up with the demand. 
American Ready-Lite 
Lamps and Lanterns 
Beautiful improved lamp 
—newly designed and fin- 
ished in black crystalliz- 
ing lacquer. Has black 
fluted stem and chromium 
trimmings. Instant light- 
ing. Also improved lan- 
terns for every require- 
ment. Lamp shown is No. 
110—the lantern is Junior 
Ready-Lite No. 100. 
There Are Many Camp Stoves 
But Only One 
KAMPKOOK Send for all the facts about the AMERICAN Line. 
ai Get prices and discounts (the kind that help you 
| Has patented removable tank for ease and safety 
| when filling (an exclusive feature). Automatic cleaner make real money). Address nearest office. 
in gas orifice in gas tank (another —- ~~ P 
Lights instantly—just touch a match to the burner. 2 
| me built into fuel tank. New design burner focuses American Gas Machine Co., Inc. 
. heat on utensil, whether flame is high or low. Also ALBERT LEA, MINNESOTA 
d many other outstanding features which have made Sadist ? Ctaitsenitininiah 
r- KAMPKOOK America's Favorite Camp Stove. inantinens 4242 Hollis Street 
BROOKLYN, NEW YORK OAKLAND, CALIFORNIA 
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How’s the Hardware Business 


(Continued from page 43) 


Vorth Wayne Tool Co. ad- 
vanced corn knives and corn hooks 
about 8 to 10 per cent. effective June 
1. This was the first price increase 
since the company has been working 
under NRA conditions, and every ef- 
fort has been made to absorb their cost 
increases without seriously affecting 
prices. 

” * * 

Rubber-covered wire has taken 
the scheduled June 15 advance, which 
marks up the staple No. 14 wire 7 
per cent, and other sizes an average of 
about 10 per cent. 

* * * 


The carriage and machine bolt 
story at present is one of good demand 
but quite irregular prices. The smaller 
or “short-line” makers are quoting sub- 
stantial concessions on good inquiries, 
and to some extent the larger makers 
have shaded their prices to meet this 
competition. Prices to the trade range 
from 65 per cent on large bolts, and 
average orders, down to 70 per cent on 
attractive business. When new steel 
costs actually reach the bolt manufac- 
turers, after current contracts expire, 
there is reason to expect a considerable 
stiffening in their quotations. 

* * * 


On nails, wire and wire prod- 
ucts, operation of mills decreased, 
rather than increased during May, be- 
cause it developed there would be less 
stocking up than had been expected. 
Current consumption is far from heavy, 
with building very slow, and the 
drought curtailing farmer buying. 
Wire mills were averaging about 40 
per cent operation at the beginning of 
June—current shipments representing 
the greater part of the production. 
Mills are carrying some stocks to be 
shipped late in June on contracts end- 
ing then. Jobbers also have covered 
their customers at old prices, so there 
will be decidedly poorer mill prospects 
for July. 

* * * 

Tool departments report a very 
quiet demand for all except the popu- 
lar-priced and most staple tools, used 
in every-day repair work. Wrench 
makers are operating under code, but 
very few price advances on this line 
have actually reached the retailer. 
Sales have fallen off sharply on picks, 
sledges, and other heavy tools since 
the curtailment of the widespread Gov- 
ernment projects. Axe orders have 
been placed generally before May 31, 
to obtain the 5 per cent saving effective 
for early buying. New business will 
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doubtless be quiet until the shipping 
season is at hand. 
* * * 


Sales of hardware during June 
have been running about equal to May, 
and if the month shall end with a mod- 
erate gain over last June, most retailers 
will consider that a satisfactory show- 
ing. New ordering from manufacturers 
has generally slowed down, for among 
distributors, major effort is now directed 
toward bringing inventories down to 
normal. Retail clearance sales at low- 
ered prices are reported usually prompt 
and successful in stimulating purchases. 
Recent selling of stoves and heating 
supplies for fall, and of bicycles, sports 
and camping equipment for current use, 
is mentioned by wholesalers as excep- 
tionally good in nearly all localities. 
There is steady pressure for price re- 
ductions on lines where sharp increases 
have slowed the demand, and it is cer- 
tain that many of the latest factory 
mark-ups on hardware articles, have 
been modified or delayed by jobber and 
dealer, before reaching the final buyer. 

* * * 

Hardware men are interested, 
and temporarily a little upset, by the 
change in NRA policy which would 
eliminate price-fixing: provisions in the 
codes, except when price cutting be- 
comes “destructive.” This order, it 
was later made clear, is to apply only 
to new codes, and changes in previously 
approved codes are to be “negotiated” 
with the code authorities. In spite of 
the delays incident to the latter method, 


it is likely that price easing will now 
show itself in many over-priced lines. 
Companies that can pay NRA wages. 
sell lower and still make profits, will 
not wish to hold an artificial level very 
long, particularly when they believe 
that restrictions are disappearing. 


* + 


Household laundering equipment 
is gaining in sales at a rate previously 
unequaled in American homes, accord- 
ing to J. R. Bohnen, secretary of the 
American Washing Machine Manufac 
turers’ Association. Figures on ironer 
shipments for the first four months of 
1934 were 167 per cent above the same 
1933 period. Washer shipments in the 
four months were 458,039 units—96 per 
cent ahead of the same four months in 
1933. 


* + 


Chain store sales in May by 
twenty-four companies, including two 
mail-order houses, totaled $178,214,000, 
an increase of 17.86 per cent over May. 
1933, according to Merrill, Lynch & Co. 
For the first five months of 1934 sales 
were $797,271,000, a gain of 20.79 per 
cent over last year. May retail trade 
in the larger Chicago department stores 
averaged 25 per cent ahead of last 
year’s dollar totals. while the first week 
in June ran even better, due to a num- 
ber of heavily advertised special sales. 

* & 

Thirty-seven bank  reopenings 
were reported in the June 2d week by 
The American Banker, compared with 
twenty for the preceding week. This 
brought the total of bank reopenings 
and new bank reorganizations since the 
first of the year to 870, of which 298 
were national and 572 were state banks. 


Wide Area Covered by Crop-Devastating Drought 
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Shaded portions of the accompanying map indicate areas in tchich 
drought is causing distress to farmers 


Courtesy Standard Statistics Co., Inc. 
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The DUTCH BRAND Dispenser con- 
tains a well balanced assortment of all 
four sizes. This view shows but two 
sides. The compartments on the other 
two sides hold the 5c and 35c packages. 
This Dispenser is made of steel. It re- 
volves for easy access to all sizes and takes 
less than a square foot of counter space. 
It is beautifully lithographed in three 
colors and carries many illustrations for 
the everyday use of Tape. . . sugges- 
tions that reminds your customers to buy. 


Nila akys 


WITH THE REVOLVING 
DUTCH BRAND 
Friction Tape 


DISPENSER 


Hundreds of customers come into your store with no thought 
of buying Tape, even though they need it. With the new 
DUTCH BRAND Friction Tape Dispenser you won’t lose 
this business... the Dispenser will automatically remind your 
customers of their need for Tape. It is these plus sales that 
will increase your volume and add to your profits well over 
100%. More cash profit with less effort. 

Most hardware dealers recognize modern merchandise when 
they see it... that’s why thousands of these new DUTCH 
BRAND Friction Tape Dispensers have already been sold. 
Ask your jobber’s salesman to get one for you. 


VAN CLEEF BRO ‘ ad 


Manufacturers DUTCH BRAND Rubber and Chemical Products 
Woodlawn Ave., 77th to 78th Streets, Chicago, U. S. A. 





Other Fast-Selling Nationally Advertised DUTCH BRAND Products 


Household Cement Bicycle Tire Fluid 
“7711” Rubber Cement Nev’r-Creep—A new plastic 
Gold and Aluminum Paint rim cement 


Sky-Hy Play Balls 














(AN ADHESIVE RUBBER CUSHION 
STOPS DRAFTS... STOPS RATTLES 


DUTCH 
BRAND 
GENERAL- 
USE OIL 
A four ounce 
can of fine, clear 
lubricant, leaves 
a firm film that 
willnotgumup 
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LAST LONG Ua 
ee DUTCH BRAND 

The 10c_Super- : 

Service Rubber RUB’R-SHIM 

Sole that sticks A special sponge rubber for 

tighter and out stopping drafts and rattles in 
wears leather. car doors and windows and 


around the home... . the 
modern weatherstripping. 


ed 
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Your Tape Sales 




























aa.) ; 
See the DUTCH BRAND EXHIBIT c# A CENTURY c/ PROGRESS =CHICAGO-1934 
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CRISP, NEW 
MERCHANDISE 
PRICED 10 TURN FAST 


= QUTDOOR 
LIGHT 


RETAILS 


95 
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Properly displayed Radiant Lanterns 
catch the eye and open the purses of 
buyers who are eager for more efficient 
and more economical lighting, giving 
thedealer a quick, profitable turnover. 


A popular priced item to meet the 
needs of city or country buyers who 
demand better lighting, than is pro- 
vided by the old-style wick lantern. 


RADIANT INSTANT-LITE 
GASOLINE LANTERN 


Lights instantly at the turn of a valve. 
Makes and burns its own gas out of 
96% air and 4% fuel. 300 candle 
power — 20 times brighter than ordi- 
mary wick lantern. Built-in pump. 
Wind-proof, storm-proof, bug-proof. 
Ideal for farmers, hunters and camp- 
ers. Absolutely safe. Equipped with 
large-size, long-life generator, with 
automatic cleaning needle. 


With mica chimney and large reflec- 
tor. All parts highly chrome plated, 
including brass fount. Large, blue 
porcelain top. 


Complete with two rayon mantles, 
built-in pressure pump, strainer fun- 
nel, and full directions for operating. 


A positive guarantee protects both 
dealer and user. 


THE RADIANT LINE 


Includes de luxe and utility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and 
self-heating irons. 


New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 


The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 


Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
106 Radiant Bldg., Akron, Ohio 


RADIANT. 


PRODUCTS 















































Approved Codes Not Affected by New 
NRA Price Policy 


(Continued from page 40) 


petition and is forbidden. Any mem- 
ber of the industry or of any other 
industry or the customers of either 
may at any time complain to the 
code authority that any filed price 
constitutes unfair competition as de- 
structive price cutting, imperiling 
small enterprise or tending toward 
monopoly or the impairment of code 
wages and working conditions. The 
code authority shall within five days 
afford an opportunity to the member 
filing the price to answer such com- 
plaint and shall within 14 days make 
a ruling or adjustment thereon. If 
such ruling is not concurred in by 
either party to the complaint, all 
papers shall be referred to the Re- 
search Planning Division of NRA, 
which shall render a report and 
recommendation thereon to the ad- 
ministrator.” 

The original announcement itself, 
which NRA characterized as one of 
its most significant announcements, 
said the policy was established after 
months of study and experiment and 


generally concurred in by the several 
advisory boards as well as the legal 
and research and planning divisions. 
The statement carried the machinery 
proposed to prevent destructive price 
cutting. It was the statement that 
the policy was intended to ban fix- 
ing even of minimum prices except 
in emergencies which make such ac- 
tion necessary to halt destructive 
price cutting, protect small enter- 
prise, curb monopolistic tendencies 
or maintain code wages and working 
conditions that cause a flurry among 
protestants. The policy permits open 
price provisions where desired by an 
industry, prices to be posted and 
distributed to all members and cus- 
tomers willing to pay for the ser- 
vice, and not to be changed for 48 
hours. Provisions are set up for 
model cost finding and accounting, 
but are made permissive only, and 
are proposed to encourage uniform 
additions in the form of percentages 
of differentials designed to bring 
about arbitrary uniformity in cost 
or prices. 





Earlway Streamlines 
Roller Skates 


Earlway Streamlines feature knee action, 
free wheeling, demountable wheels, ball- 
bearing floating axles and flexible reinforce- 
ment. Front wheels turn as user throws 
weight to one side or the other, permitting 
quick turns and sharp curves. The maker 
states that they are, constructed so they 
will not slip out from under skater and 
that rigid construction keeps them from 
bending out of shape and prevents wheels 
from wobbling. Brass finish, heavy brass 
plating. Ankle protectors with each pair 





—sponge rubber lined with felt. Fibre 
and compo wheels offered as accessory for 
indoor skating. Sets of eight interchange- 
able. Fibre wheels list at 25c each, compo 
at 10c each. No. 2 skates, list $3.50. No. 3 
oversize model same list. Dealer discount 
on skates and wheels 33 1-3 per cent to 40 


per cent, depending upon quantity. Circu- 
lar matter available. Earle Hardware Mfg. 
Co., Reading, Pa., is the manufacturer. 
Sales handled through Arthur L. Waldman, 
139 Spring Street, New York City. 





Drip-O-lator With 
China Serving Unit 

The Drip-O-later, for making coffee by 
the drip method, is now available with a 


heat-resisting vitreous china base. The 
maker states that coffee in this unit will 





stay hot for a long time and will remain 
clear to the last cup. Colorful label har- 
monizes with pastel decoration. Six-cup 
size. Individualy packed. Shipping weight 
5% lb. The Enterprise Aluminum Co., 
Massillon, Ohio. 
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300 Washers Sold By 
Tri-State Hdw. 


(Continued from page 39) 


people who were still without ade- 
quate washing facilities. It was rea- 
soned that anyone needing a wash 
board was a sure prospect for a 
washing machine of the modern type. 
Even though they might have a ma- 
chine, the indication was that it was 
inadequate or otherwise unsatisfac- 
tory. Due to the practice of making 
sure that a salesman delivered these 
washboards, it was a surprising thing 
to note the number of successful 
sales that were made. 

Mr. Orlandini believes in having 
plenty of new washing machines on 
hand, and, besides demonstrators, 
carries from 25 to 30 machines. 
Naturally salesmen are coached to 
sell the higher priced machines, but 
cheaper lines of different types are 
carried mainly to compare them with 
the higher priced type. 

When salesmen are not busy dem- 
onstrating the machines at the store 
their time is occupied with intensive 
house to house selling. Choosing a 
neighborhood where a machine has 
been previously sold, and incident- 
ally where some good word-of-mouth 
advertising has been done by the 
satisfied customer, sales are a -fore- 
gone conclusion. This method adds 
one more customer and booster with 
each sale in that neighborhood. Be- 
sides Louis Orlandini, two experi- 
enced salesmen, C. C. Watson and 
R. E. Huhn, are constantly contact- 
ing prospects. A certain amount of 
“cold” canvassing is done each week, 
but the majority of sales are made 
from leads obtained from advertising 
and old customers. 


Orlandini Bros. know most of their 
customers and prospects in the three 
cities and finance all their own deals. 
They give customers the terms they 
feel they can successfully complete, 
and these customers appreciate and 
reciprocate. 

High grade salesmen and store 
staff are employed, in order that cus- 
tomers may be impressed with the 
courtesy and attention the store of- 
fers. These know the construction 
and capabilities of the machines and 
can convince the customer. 

Orlandinis fully expect to sell be- 
tween 400 and 500 washers in 1934. 
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Your MWIDitxerm 
AUTOMATIC SALESMAN 


invites extra sales 
with self-service 


A clean, fresh package slides into place automatically. Money- 
saving and ste uses for home, auto, shop and sports are 
pictured—attract new buyers. Depend upon the Wholesaler who offers 


SLIPKNOT FRICTION TAPE 


Extra Adhesive: Can't Dry Out: Greater Tensile Strength: Edges Can't Ravel 


Sold thru Jobbers Only. Write for details to 


PLYMOUTH RUBBER CO., INC. 


Largest Rubberizers of Cloth in the World 
100-200 REVERE STREET bd ° © 


‘ ARMS?RONG 
Changes |-VANADIUM 


WRENCHES 
New products and new 


and Sets 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


CANTON, MASS. 











Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


Ati ee 


Newer Patterns 


ARMSTRONG leads today in quality and 
design with wrenches forged from Chrome- 
Vanadium Steel (a steel that needs no 
“explanation” ). 

These finest wrenches are longer lighter, 


thinner and stronger, are beautifully fin- 
ished, chrome plated with heads buffed 


bright. They come on attractive stock dis- 
HARDWARE AGE play boards and in matched sets. They com- 
mand the full price and carry a full profit. 
239 West 39th St, New York City Write for AY Cirenler 
Armstrong Bros. Tool Co. 
“The Tool Holder People” 
@ 314 N. Francisco Ave., Chicago, U.S.A. 


New York Sales Office: 109 Lafayette St. 
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SNELL 


Improved’ Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 
Fiskdale, Mass. 


BITS 


Established 
1790 








The Original 


“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 














SALES TIP! U. 8. and For. Reg. 


Plumbers using more 
Nokorode Paste due to 
copper fittings. Tests made 
by Chase Brass & Copper 
Co. showed ‘3800 lb. pull 
and the joint didn’t 
budge.’’ Plumbers only 
one outlet, All who solder ff 
are prospects. 


Ask your jobber for the 
1 dozen display carton 


THE M. W. DUNTON CO. 


Providence, R. 1., U.S.A. 


ae 
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ROCHESTER 
SASH BALANCES 
FOR_YOUR PROTECTION 


Are Not Sold 
To 
Mail Order Houses 
When ordering Sash Bal 


ances from your Jobber 
specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











1 WONDER 
3 
o* WEEDER 


Works close to plants without injur- 
ing root growth. Does not bury the 
weeds to grow again but leaves them 
on the surface. Small and large loops 
reversible. Ideal for thinning out 
work. Made in_ different styles. 
Write for discounts and circulars. 
Retails 25¢ to 85¢. 


WONDER WEEDER CO. 
ORANGE MASS. 


FREE SAMPLE—SEND i5¢ POST- 
AGE—Handle cut off so not to be sold. 














Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 
of this steady business? 


JOHNSON’S LABORATORY, Inc. 
Worcester, Mass. 
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Morley-Murphy “Get-Together” 


(Continued from page 37) 


Deal is gone. There have been argu- 
ments, disputes, charges and counter 
charges about it in the newspapers, 
but I like to think of the NRA as 
meaning the New Road Ahead.” 

The deeper significance of NRA, 
in addition to shortening hours and 
raising according to Mr. 
Seiberling is in bringing about a re- 
distribution of the Nation’s wealth. 
Wealth will be taken from those who 
have it piled up and given to the 
masses to bring about a balanced 
purchasing power and the return of 
prosperous times. 

“The United States,” he said, “is 
spending six billion dollars more this 
year, than it is taking in. Somebody 
has to pay. Who is that somebody? 
It will be the taxpayers, the big tax- 
payers, and capital will be redis- 
tributed through taxation. They will 
hammer away at the big incomes and 
level them off. 
used the country to make suckers out 
of the common people and who is 
laboring under the illusion that he is 
going to keep his money or take it 
to heaven, will be the one who will 
pay. Redistribution will be the great- 
est thing that could happen and will 
bring order out of chaos.” 

Mr. Seiberling predicted that NRA 
into something when it 


wages, 


The man who has 


will 
starts that work, “because money is 
power. Power begets pride, which in 
turn begets determination, and those 
who have money won’t let it go with- 
out a fight. 


“The Administration has made a 
lot of mistakes, but its basic funda- 
mental of the greatest good for the 
greatest number makes it right. Right 
now they are running into the habits 
of a lifetime of the so-called ‘rugged 
individualism.’ We are about to wit- 
ness the greatest campaign of vilifica- 
tion against the NRA ever seen, put 
on by ‘rugged individualists,’ and | 
hope the President and General 
Jonson will have the backbone to 
stand their ground, because if they 
don’t the independent merchants must 
organize on a new front.” 

A great deal of Mr. Seiberling’s 
address related to the work of tire 
dealers in framing their code. He 
scored many of the big firms and 
mail order concerns for not cooper- 
ating more fully with the Adminis- 
tration. 

Mr. Peterson also expressed the 
opinion that better times are in pros- 
pect saying: “Everybody I 
talked to throughout the country 
lately seems pepped up, on their toes 


It is like the old 


times because business is back, peo- 


have 


and ready to go. 


ple are paying up old accounts, and 
are again spending money.” 

Mr. Lewis urged dealers to have a 
knowledge of their goods and a con- 
fidence in themselves. Mr. Shannon 
spoke briefly on the Tercentennial 
and outlined plans for the coming 


summer. 





How to File Electros and Mats 


(Continued from page 28) 


its toes in the matter of new mer- 
chandise and direct their trade else- 
where. It would be a fine thing if 
customers gave us a chance to defend 
ourselves, but they seldom do. Keep 
your cut cabinet as current as your 
ledger. 

When you buy new merchandise, 
see that you ask for mats or electros 
for the purpose of advertising illus- 
tration. Producers and distributors 
are usually glad to supply these and, 
in this way, you have the correct 
illustration for each new model. The 
customer, reading the manufacturer’s 
consumer advertising, recognizes the 
fact that you are offering the newest 
item, and makes his mental note in 


the favorable column. It is then that 
a good system of keeping cuts where 
you can review them frequently and 
conveniently will begin to pay divi- 
dends. 


Display Card For ‘*Co-Sa-Co” 
Vacuum Cleaner Belts 


The “Co-Sa-Co” display unit contains 
twelve assorted vacuum cleaner belts made 
of pure rubber and packed in individual 
cellophane bags. Each card contains belts 
for Hoover, Hamilton Beach, Sweeper Vac, 
Western Electric, Premier Duplex and Gen- 
eral Electric. Made by The Empire Rub- 
ber Products Co. The Counter Sales Co., 
33814 W. Federal St., Youngstown, Ohio, 
sales agents. 
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TAT ANT TRAPS 


The ONLY Ant Product on the Market 
That Controls ALL 
Species of Ants 








Sensational Money-Maker 


TAT Ant Trap is the fastest- 
selling sensation in the hard- 
ware field! Dealers through- 
out the country have 
acclaimed it as the most 
effective control on the mar- 
ket. There are 20,000 different 
species of ants known to 
science and heretofore the 
trouble has been that ordi- 
nary ant controls were able 
to kill just a few species, 
leaving the vast majority 
completely immune. TAT is 
the ONLY ant control made 
which wipes out all species, 
sweet or grease-eating, right 
down to the hidden nest eggs. With TAT there is no ques- 
tion of the Dealer satisfying every customer 100%. De- 
signed with a special locked-in cover and a non-fluid bait, 
TAT is absolutely safe around children or household pets. 
Attractive lithographed can and striking display carton 
makes ’em sell on sight. Because TAT is invariably sold 
in several units at a time, the Dealer’s margin of profit is 
larger and his turnover quicker. Cash in on TAT this sea- 
son. Write or wire for samples. Get in touch with your job- 
ber or direct with manufacturer. 


Retails at 25¢ 
Dealer’s Price $2.00 per doz. delivered 


SOILICIDE LABORATORIES 
8 Laurel Place 








Upper Montclair New Jersey 











MAILING LIST 


of 


WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling 
Through Hardware 
Channels Needs 
a Copy 





Indispensable for 
I Calling on Hardware Jobbers 
2 Your Credit Department 
3B Direct Mail Work 














It Li : 
t Lists: PRICE 
Shelf Hardware Jobbers 
Heavy Hardware Jobbers e 
_ Supgtics ieee Suppl 
umbers inners’ Supplies 
Jobbers . A COPY 
Manufacturers’ Agents Remittance 
Hardware Chain Stores with Order 
Hardware Association Lists 
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239 W. 39th STREET 





NEW YORK, N. Y. 


A BIG OPERATOR 








JUNE 21, 1934 











in a Small Way 


There is a remarkable difference be- 
tween the size of the Rixson No. 94 
Casement Operator and its accomplish- 
ments. You will sell it to all customers 
who want a strong efficient operator 
with every important feature regardless 
of size. The “94” operates standard out- 
swinging casements through the complete 
90° arc in 3% turns of the handle, and 
locks them firmly in position at any 
point against wind rattle. There is no 
interference with fly screens. 


The case is only 14% inches wide. In 
many instances it will be the only prac- 
tical operator that can be mounted on the 
stool. But even where more space is 
available, the neatness and compactness 
will prove attractive to every customer. 
This wide appeal makes the Rixson “94” 
the logical operator to stock. Refer to 
the Rixson Catalog, or write us. 


THE OSCAR C. RIXSON CO. 


4450 Carroll Ave., Chicago, Ill. 
New York Office: 2034 Webster Ave. 


Philadelphia Atlanta New Orleans 











San Francisco 





SPECIALTIES 


HARDWARE 
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Universal Display Table 
Stand No. 91 A 


This Universal display table is furnished 
free with an assortment of Universal elec- 
tric appliances. Assortment has a total re- 
tail value of $69.75. Includes two percola- 





tors, two toasters, one sandwich toaster, 
two waffle makers, two irons, two heating 
pads, one casserole and one curler. Stand 
measures 36 in. by 23% by 33 in. Landers, 
Frary & Clark, New Britain, Conn. 


Peerless Portable 
Beer Cooler Style AA 


Having a suggested retail selling price 
of $19.50, this Peerless Portable Beer 
Cooler has a capacity of four 8-ounce 
glasses per minute. Complete with pump, 
tap and rod, this cooler is available in rich 





oak with chromium trim or brilliant Chi- 
nese red, white and black with chromium 
trim. Other portable models available 
with suggested retail selling prices up to 
$37.50. This beer cooler for serving 
draught beer for use in the home, small 
restaurant, etc. American Tap Bush Co., 
Detroit, Mich. 


Vaughan Fulerum Hammer 


The Fulcrum hammer has long, easy 
angle claw, with plenty of space between 
claw and handle tg get under a 2-in. 
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plank. Fulcrum feature on top makes it 
easy for pulling. Neck of improved design 
shaped so nail will not move away while 
being driven. Extra large diameter of face 





to give accuracy in driving. No. 114F, 
16-ounce weight, 13 in. long. Has two- 
tone hickory handle. Packed six in a box. 
Vaughan & Bushnell Mfg. Co., 2114 Car- 
roll Avenue, Chicago, IIl. 


Juvenile Desk Set and 
Kiddie-Vehicle Catalog 


White’s juvenile desk sets and Kiddie- 
Vehicles are illustrated and described in 
the 1934 catalog just issued. At the same 
time new complete price lists for 1934 
have been issued. Kiddie-Vehicles are il- 
lustrated in colors, as well as display for 
Kiddie-Kar Walkers. The juvenile desks 
include White’s Winthrop models and 
White’s juvenile desk sets. Some of the 
desk sets have compartments for portable 
typewriters. “Ezyrest” summer furniture 
items are also illustrated, the complete line 
being shown in another catalog. H. C. 
White Co., N. Bennington, Vt. 


**Sew-No-More” For 
Mending Fabrics 


Offered in tubes having a suggested re- 
tail-selling price of 10c “Sew-No-More” is 
for mending all fabrics, cotton, wool, silk, 
denim, etc., without use of needle and 
thread. The maker states that with this 


without NEEDLE 
and THREAD 
yer Py 1 
Fae ot 
v o>" 








product mends will not show, complicated 
patterns can be matched perfectly, hose 
runs can be stopped and that fabrics 
mended with this product will stand wash- 
ing, boiling and ironing.  Attractively 
mounted, on individual three color display 
card illustrated. A consumer advertising 
campaign is being run in more than 50 
magazines and more than 350 newspapers. 


So-Lo Works, Cincinnati, Ohio. 





Savogran Offers Display 
Sign and Service Plan 


For dealers handling Savogran products 
an attractive large steel window display, 
lithographed in five colors and designed to 
form the background of dealers’ windows 
is offered. The company’s advertising mat- 
ter is limited to an illustration of the 1-lb. 
can of Painters’ Savogran, Savogran Crack 
Filler and Savogran Remover & Bleacher. 
The main feature of this “Fix-It-Yourself” 


display is the series of printed card in- 
serts for the wings and top. Each set sug- 
gests timely painting or repairing jobs 
which the customer can do himself. On 
back of each card are printed complete di- 
rections for making an effective display, 
list of tools and materials needed for proj- 
ects mentioned and sketch showing sug- 
gested arrangement of dealers’ window. 
Twelve sets of card inserts, one for each 
month, supplied with display. The Savo- 
gran Co., India Wharf, Boston, Mass. 








DONT PUT IT OFF / 


WASH AND REPAINT 
OUTSIDE OF HOUSE 
RY 1"5 
REPAIR AND 
REFINISH DOORS 


PAINT SILLS, BLINDS 
WINDOW FRAMES 


CLEAN OUT AND 
REPAINT ROOF GUTTERS 


REFINISH FLOORS 


FILL CRACKS 
IN WOODWORK 


REPLACE CRACKED 
wiNnDOW 


GASS 
P AND PAINT 

FOR UP AS PORCH FLOORS 

REPAIR STEPS 


JSE SAVOGRAN PRODUCTS 
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WE HAVE 
EVERYTHING 
YOU NEED 


Money 
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STERLINGWORTH 


DOUBLE BARREL SHOTGUNS 







( 
CO) Sportsmen recognize the rare value you can ~ Po qpeo 
Retail 


offer them in a gun of famous Fox Quality at 


FOX GUN DIVISION 
SAVAGE ARMS CORPORATION 


Dept. M-2, Utiea, N. Y. 
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Retails for 
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| Corin Fumble Sum Jumbler 
ExrRubED METAL ‘PADLOCK A) 


To those requiring the utmost in 
security, strength and durability, 
offer the Corbin Extruded Metal 
Padlock. Made 


from a solid block A MILLION the FIRST YEAR 












VEGETABLE 


AND FRUIT MASHER 


Introduced in Europe in 1933 
its sales exceeded 





























of extruded brass, 
machined out to It has now been released to the tremendous 
5 buying power of American housewives. 
receive the fine Most of them will want this dollar item to 
Corbin Pin Tum- mash vegetables, make purees, jams, jellies, 
bl P can tomato juice and fruit juice, prepare 
er mechanism, food for infants and invalids. 
assuring continuous smooth By the end of the canning season, many of 





your customers will be using it. 


operation under all kinds of Prepare now for this business. 


Foes Approvey 

























weather conditions, protection and long life. Order sample or cond trial sas 3210 
i order for one dozen or a ey 
CORBIN CABINET LOCK CO. —_—a”” 2 nouseseinte wo 
The American Hardware Corporation, Successor 
NEW BRITAIN, CONN., U. S. A. FOLEY MANUFACTURING CO. 
NEW YORK CHICAGO PHILADELPHIA | Main St. N. E. Minneapolis, Minn. 














GRANITE STATE LAWN MOWERS 


SERVE ALL GRASS CUTTING REQUIREMENTS 
LEADERS IN QUALITY AND SERVICE FOR SEVENTY-FIVE YEARS 


@ Built with 8, 9 and 10 inch wheels—3, 4 and 5 knives. 
New fool-proof self-adjusting ball bearings—Spring 
cover oil cups—Easy knife adjustments and high grade 
throughout. 


@ 12” TO 20” CUTTING WIDTHS ®@ 


GRANITE STATE MOWING MACHINE CO. | 
HINSDALE, NEW HAMPSHIRE 
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Issues “Short Cuts 
To Power Transmission” 


The 72 page illustrated booklet “Short 
Cuts to Power Transmission” has been 
thoroughly revised new chapters having 
been added to the book of the same title 
published in years past. It contains in- 
formation to solve ordinary belt transmis- 
sion problems and discusses belting of all 
types. There is informative material on belt 
joints and good transmission practice, be- 
sides a mass of useful associated tables and 
data. While treating of engineering sub- 
jects the book is written in clear, simple 
form, making it of interest to the layman 
as well as the engineer. Copies available 
from Flexible Steel Lacing Co., 4607-31 
Lexington Ave., Chicago, III. 


“Majic” Shoe String Cutter 


This shoe string potato cutter has re 
movable stainless steel corrugated blade, 
guidewires and brackets, firmly joined to 
sturdy frame. Blade slips under guide 
wires and over shoulders of frame. Mea- 
suring 12% in. overall it will make a 
uniform 3/16 in. potato strip. Packed in 
individual cartons with directions, 12 to 
carton, weighing 5 lbs. Dealer circular sug- 














MAJIC 
oe 
@& CUTTER 


NEWAY SPECIALTY MFG.CO. san Francisco 


gests methods of having demonstrations. 
May also be used for cutting apples for 
sauce and pies, to cut vegetables for soups, 
cut butter and cheese, slice hard boiled 
eggs, cooked vegetables, etc. Suggested 
retail selling price 50c. Extra blades, list 
25c each. Gillan Sales Co., 1499 Market 
St., San Francisco, direct factory repre- 
sentative. Made by Neway Specialty Mfg. 
Co., 30-32 Laskie St., San Francisco. 


Westinghouse ““C” Line of 
Electric Refrigerators 

The “C” line incorporates basic prin- 
ciples used in preceding Westinghouse 
lines, but embodies new convenience fea- 
tures and mechanical improvements. “C” 
line comprises 12 different models, five 
porcelain finished, seven with Delux finish. 
The maker states that Delux finish looks 
like porcelain, is impervious to high 
humidities, retains its lustrous finish, and 
has great resistance to cuts and scratches. 
Top shelf in froster of larger models is 
refrigerated, permitting fast freezing of 
desserts and ice cubes between meals. 
The three larger single door models have 
a new “Handy Tray” mounted on inside 
of door. It stands flush on door when not 
in use, drops into horizontal position at 
touch of finger and can be lifted from sup- 
porting rack to convey drinks, etc. Pro- 
vides shelf for placing foods when re- 
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arranging them in refrigerator. “Handy 
Jack” ice tray release and bottle opener 
is standard on new models. “Sanalloy” 
metal evaporator is another improvement 
of the line, replacing porcelain froster 
used on previous lines. Easily cleaned. 
Attractive new hardware designs. “Handy 

















Latch” door opener may be opened by 
touch of finger or touch of the knee when 
user’s hands are both full. Westinghouse 
Electric & Mfg. Co., E. Pittsburgh, Pa. 


Deming Fig. 562 Water 
System With Worm Drive 


This Fig. 562 worm drive pumping 
head and water system designed for small 
home water supply where water is more 
than 25 feet deep. Hardened and ground 
steel worm is attached to motor shaft, 
meshing with phosphor bronze worm gear. 
Double row ball bearings for worm end 
of motor shaft absorb all end thrust. Ball 





bearings are also used on forged steel 
crank and worm shafts. Extra heavy con- 
necting rods with renewable bronze bear- 
ings. Extra large cylindrical crosshead, 
contains two long bronze renewable bear- 
ings. Working parts completely enclosed 
operate in bath of oil. Pores are sealed 
on inside of crankcase. Shield on plunger 
rod above differential cylinder excludes 
water from crankcase if leakage occurs 
from neglect says the maker. Air forced 


into storage tank along with water being 
pumped. Discharge head design permits 
withdrawal of pump sucker rod and valves 
from open top cylinders. Set-length to 
place discharge head below frost level 
available at extra cost. System capacities 
100, 180 and 275 gallons per hour. Auto- 
matic air control in storage tank keeps 
proper balance between air and water. The 
Deming Co., Salem, Ohio. 


Pollyanna Dust Pan 


This pan is of modern design with rub- 
ber edge built into it. Of attractive ap- 


i 
; 
' 
' 
, 





pearance it is also available with short 
handle, both with hood and open pattern. 
Patent Novelty Co., Fulton, III. 


Barton Corp. Offers 
3 New Washer Models 


Ranging in suggested retail selling price 
from $39.50 to $59.50, the new Barton 
washers are equipped with Lovell wringers. 





All have direct drive with fully enclosed 
gear case. Other models in the line list 
at $69.50, $79.50 and $89.50. The Barton 
Corp., West Bend, Wis. 
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-TILETTE ieubd eres Chun 


repairs unsightly chips | 
Bin Porcelain and Enamel 
Sinks, Bath Tubs, Lava- || 
m tories, Refrigerators, etc. || 
~ Ready for use, water- || 
J proof, dries quickly with 
2§e a permanent porcelain 
> gloss. In 1 oz jars, 
packed 12 to attractive || 
counter display. Quick 
25 cent seller. Liberal 
profit. Ask your jobber 
to supply you. If he 
cannot, write to us. 


TILETTE 
' CEMENT CO., INC. 
, 401 Lafayette St., N. Y. 
1115 Temple Street 
Los Angeles, Calif. 





Liquid Porcelain Giaze 

















A et Quality Barrel Faucet at 
a Very Low Price 


SHERMAN Self-Closing 
0 Barrel Faucet insures 
full flow, even when 
ai) barrel is nearly empty. 
Has approved washer 
material—will not leak. 
Special seat spindle 
construction for long 
wear. %4 in. size only. Packed in cartons. Sell 
through Jobbers. 
Also makers of ground key type bbl. faucets in % 
and %4 in. sizes. Write for literature and samples. 


H. B. SHERMAN MFG. CO., Battle Creek, Mich. 





























DON’T 
CONFUSE ° 


cheap, one-piece imported imitations with orig- 
inal and genuine BANKO SCYTHES which 
are made in three layers, with Charcoal steel 
cutting bit FAMOUS BANKO SCYTHES 
ARE THE FINEST MADE IN SWEDEN. 
Accept no substitute! 





Leading jobbers can supply you, or write to 


SANDVIK SAW & TOOL CORPORATION 
740 Washington Ave. North Minneapolis, Minn. 














ME\VALUE is rere 


Why do Nicholson Files lead all others 
in sales to industry and to the great mar- 
ket of home file users year after year? 
They lead because file value is there. 
Good solid value that gives the customer 
more than his money’s worth. Value 
that makes him feel like buying the same 
brand again. Atyourjobber’s. Nicholson 






shOlSo, 
° Osa 2 File Company, Providence, R.I., U.S.A. 
Gens NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 





STAPLES WAX 


Sold almost 100% through retail hardware and paint 
stores. This is your assurance of fair profit and 
quicker turnover. 


H. F. STAPLES & COMPANY, Inc. 
Medford, Massachusetts 
Makers of 
STAPLES PASTE WAX 
STAPLES LIQUID WAX 
STAPLES MIRROR KOTE 


(no rubbing required) 


and a complete line of commer- 
cial floor waxes and polishes. 














ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


Look for full page announcement 

in an early issue of Hardware Age 
INDEPENDENT LOCK COMPANY 

Fitchburg; Mass., U. S. A. 


THE SYMBOL OF SUPREME LOCK PROTECTION 





















Something Different 
Something Better 


Lustro Polished CROBALT 
Super Steel Cutlery —a 
patented stainless steel of 
great tensile strength and 
keener lasting edge. 


The Aristocrat in Kitchen 
Cutlery 


U & 


Write Deot. 422H for Display 
Material and Prices 


LANDERS, FRARY & CLARK 
NEW BRITAIN, CONN. 
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TAECK § 


“increase sales 
Ask your jobber 

















W. W. CROSS &CO. INC. 
EAST JAFFREY N.H. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








Use the “Classified Opportunities Section’’ 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





THE FOLLOWING RATES 
apply to “Help Wanted,” “Business Oppor- 


tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Maximum of 50 words..... $3.00 

Each additional word ..........-. .06 

All Capitals, Maximum of 50 words.. 4.00 

Each additional word ........... .06 


Allow Seven Words for Keyed Address. 
Remittance Must Accompany Order 


Send check or money order, not currency 


to Reach Hardware Manufacturers, 





Samples of merchandise, literature, catalogs, etc., will not 9 forwarded 


BOXED DISPLAY RATES 


BR Pag cccccccecs 
Each additional inch 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 








HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previous to date of publication. 
Address your advertisements and replies to 
HARDWAR Wee ‘Ss Classified —[_—” 

239 West 39th St., New York 











BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





FOR SALE- 
above invoice. 
ville, California. 


-HARDWARE STORE, slightly 
Address—F. A. Menth, Susan- 





FOR SALE: LARGE MODERN Baby Chick 
Hatchery in a leading Ohio city, with 12 years’ 
unbroken record of profitable operation, including 
1933. Will be sold reasonably by owner, who 
contemplates retirement. Attractive location. No 
financial encumberances. Convenient! to prosper- 
ous, thickly populated rural sections. Represents 
about $10,000 investment. Address Box B-438, 
care of Harpware Ace, New York City. 








SALES ACCOUNTS WANTED 





PACIFIC COAST REPRESENTATIVE 
HAVING WIDE acquaintance with hardware, 
electrical, automotive, mill supply and industriai 
jobbers in these five western states can serve one 
more advertised line of volume. Best of refer- 
ences. Address Box B-435, care of Harpware 
Ace, New York City. 





EFFICIENT REPRESENTATION IN NEW 
YORK TERRITORY. Manufacturer’s representa- 
tive, well and favorably known for eleven years 
to the wholesale and retail hardware trade of 
New York City, Long Island and Westchester 
County can give effective coverage of this highly 
important market for a good line of hardware or 
housefurnishings. Address Box B-433, care of 
Harpware Ace, New York City. 





MANUFACTURERS, ATTENTION — ARE 
YOU SEEKING distribution in New York City 
and nearby sections? We can offer you our 46 
years of representing staple lines with unusual 
stock and shipping space in the heart of the 
hardware trade. We desire additional lines on an 
exclusive agency basis for brass goods, nuts, 
bolts, factory, machinists’ supplies, replacement 
parts service, house furnishing items of merit. 
Address Box B-424, care of Harpware Ace, New 
York City. 





TO MANUFACTURERS INTERESTED IN 
THE CUBAN MARKET—I am very much in- 
terested in representing a reliable manufacturer 
of hardware, housekeeping utensils, and specialties 
on a commission basis. I am well acquainted 
with all responsible importers throughout this 
country. Address Daniel Gonzalez, Maximo 
Gomez 224, Havana, Cuba. 








SALES REPRESENTATIVES WANTED 





MANUFACTURER OF HIGH GRADE 
LINE of fabric reinforced garden hose has some 
territories open. We wish to contact high class 
manufacturers’ representatives who intensively 
work hardware and department store trade. 
Liberal commission basis. Write fully, stating 
references, other lines carried, etc. Address Box 
7539-A, care of Harpware Ace, 802 Otis Bldg., 
Chicago, Ill. 
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SALESMAN NEW JERSEY FOR LARGE 
line of nationally known builders and shelf hard- 
ware. Commission only. Would consider giving 
to salesman with established trade as additional 
line. Address Box B-437, care of HARDWARE 
AGE, New York City. 





WANTED MANUFACTURER’S'-_ REPRE- 
SENTATIVE TO HANDLE complete line of cut 
tacks on commission basis in Buffalo and Syra- 
cuse, N. Y., districts. Preference will be given 
agent now handling other lines and selling hard- 
ware jobbers, shoe finding jobbers and/or up- 
holstery supply jobbers. Address Box B-436, 
care of Harpware Ace, New York City. 





TACK MANUFACTURER DESIRES CON- 
NECTION WITH sales representatives who so- 
licit wholesale hardware trade. Commission basis 
only. Many choice territories open throughout 
the United States. When replying give experi- 
ence and lines handled. Address—Arrow Tack 
& Nail Co., 3708 E. 93 St., Cleveland, Ohio. 








HELP WANTED 





WANTED SALESMAN WITH KNOWL- 
EDGE of wire and wire products, for traveling 
sition which will include promotional work. 
Some knowledge of jobbing trade desirable. 
References — Age — Experience. Address Box 
B-425, care of Harpware Ace/ New York City. 


POSITIONS WANTED 





SALESMAN WITH 20 YEARS’ EXPERI- 
ENCE in hardware, tools, paints, plumbing, elec- 
trical and housefurnishing supplies, wishes posi- 


tion with reliable up-to-date retail hardware 
concern. Willing to go “— where; compensation 
secondary consideration. xcellent references. 


Address Box B-434, care of HArvware Ace, New 
York City. 





POSITION WANTED BY HARDWARE 
MAN with 15 years’ experience. Former owner. 
Thirty-five years of age, college education. Ac- 
quainted with 150-200 industrial and institutional 
accounts, large hospitals and hotels. Averaged 
$120,000 sales per year. Position as inside or 
outside salesman, stock work, office detail, etc., 
desired. Salary or salary and commission. Ad- 
dress Box No. 7540-A, Harpware Ace, 802 Otis 
Bldg., Chicago. 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can monet * any +r Hsted below. Well 
rained in their occupations. 








POSITIONS WANTED 





POSITION WANTED BY HARDWARE 

MAN, age 43, 20 years’ experience in the gen- 
eral hardware, housewares, giftwares and_ sport- 
ing goods lines. Will accept a position in any 
capacity; have supervisory, purchasing and cleri- 
cal experience. American, speak both the English 
and German — For 4% information 








please address—H. A. Giehler, P. O. Box Grattan, 
Minn. 
EXECUTIVE, 17 YEARS’ EXPERIENCE AS 


manager, sales director, credit man and salesman 
in eastern coast territory for large cutlery manu- 
facturer and hardware distributor, wishes connection 
in similar capacity or as representative of manu- 
facturer. Fine record of character and ability. Well 
and favorably known in cutlery, jobbing and retail 
hardware, paint, bakers’ and hotel supply trade in 
New York Metropolitan area. Prefer this territory 
but will consider another. Address Box B-427, 
care of HarpwarRs AGE, New York City. 











MANAGERIAL L OEPANTNEDT 
Assistant managers, department managers. 
SALES DEPARTMENT 
Assistant sales manager, salesmen, inside and 
17 sales correspondents, price elerks, order 
clerks. 
Ss DEPARTMENT 
uyers, pick up boys. 
orF CE MANAGER 
~ ag bookkeeper, stenographers, clerks, mail 


SHIPPING DEPARTMENT 
Shipping clerks, assistants, truck or chauffeurs, 


Fen. 

STOCK DEPARTMENT 
Stock men, order pickers. 

ADVERTISING AND PUBLICITY 
Catalogue ao. circular layout men, 
chine operator: 

CREDIT ‘DEPARTMENT 
Credit seaistent collecters. 

BILLING DEPARTME 

machine operators. 


Pricing clerks, bill 
RETAIL « DEPARTMENT 
cashiers, counter clerks, 
shipping clerks, re- 


Managers, aunitanta, 
store salesmen, store boys, 
ceiving clerks, locksmiths, repair men. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 
This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1808 
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Forcontinuous sales 


show the new 


Moore Aluminum Push-Pins 


the kind that can be hammered into walls 
without marring wall paper or plaster. 
6 for 10¢. In window-front packets. 


Moore Push-less Hangers 


: for framed pictures, mirrors, etc. 
4 sizes. Hold up to 100 pounds. 10¢ Packets. 
Your Jobber has our small Counter Displays. 
New Price List of all our products now ready. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 



















CUSTOMERS ASK FOR 
CLANCY 


“SURE-GRIP”’ 


HOSE CLAMPS 


Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Inc: 


Syracuse mM. ¥. 














[EPASE'S 


LEPASES CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPASE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO,,GLOUCESTER MASS. 

















Stock and Profit with 


“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


“ACME” ELECTRO GALVANIZED 


Qual ITY PAINTED BLACK 
Provucts COPPER 


BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Dstablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


WIRE 
Fares 

















SPEAKIN 





“Helen, have you seen the six 
cup electric perk that Smith’s 
Hardware Store has on sale? 
it’s Just what you have been 
looking for.”’ 
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MAN_TO_WOMAN 


VER the tea tables. at the bridge club, 
wherever they meet, women tell one an- 
other about the bargains they have seen. 





Shopping with them is a business, and the 
more pleasurable and attractive you can make 
it for them, the more they will be drawn to 
your store. 


Purchases for “home use” are in their exclu 
sive province; they control the purse strings 
where housefurnishings are concerned. 


Smart hardware merchants plan their house- 
furnishings displays with the woman appeal in 
mind. Attractive merchandise, well displayed, 
both in windows and in the store, will start 
this “word-of-mouth” advertising for your store. 


a 

P S You'll find some mighty interesting and help- 
°“"* ful display suggestions in HARDWARE AGE. 

Read each issue carefully. It will pay you dividends 


in practical and useful ideas. 
-_ 


63 














Pin Gumbler 
6&xtruded Brass 


PADLOCKS 


for Satisfied Customers 


and a BETTER PROFIT 


’ HERE are times all through the day when 


two or three more minutes spent in explain- 
ing the merits of a better article would put 
a good sized extra profit in the cash drawer. 


Certainly it PAYS! 


Let your salesmen try this on Eagle Pin 
Tumbler Extruded Brass Padlocks—Good for 
lifetime SERVICE—at low price for genuine 
SECURITY. 

v 


The Eagle Quality Line 


Wood Screws 
Stove Bolts 
Machine Screws 


Store Door Sets 
Padlocks 
Cabinet Locks 


€ 
EAGLE LOC 


Night Latches 
Trunk Locks 
Front Door Sets 





K CO. 
New York 


$21 Commerce St. 179 N. FranklinSt. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass, 
Works at Terryville, Conn. 


vvv 


26 Warren Street- 


Branch Offices: 























| JUST KNEW 
WHAT | WANTED” 


“I guess my contractor oe I was a hard buyer. 


Pm not. It was just that I hac 
muscle-bound garage doors.” 


“He suggested Stanley ‘Roll Up’ Doors and showed 
me a nearby installation. From then on it was easy. 
I'm passing the word along to you dealers. If you 
show more people the advantage of this equipment 
you will pick up some nice business.” 

‘Stanley “Roll Up” Doors come ready to install. 
The doors are made in horizontal sections and in 
styles to match any type of garage. The doors are 
absolutely weather-tight and are so nicely balanced on 
heavy spiral springs that they practically “float” into 
the opened or closed position. ) 


Stanley Door equipment is complete, with attrac- 
tive and smooth working installations for every size 
of opening. All types pe hana are included: swinging, 
sliding, folding and overhead—for private garages, 
service stations, warehouses, fire stations and any 
commercial or in- 
dustrial opening. 


battled too long with 


a aren 
aT. 


Write for full details. 


THE 
STANLEY WORKS 


New Britain, Conn. 


os alla 


| | DOOR 
STANLEY PRaaeane 
FOR EVERY TYPE OF DOOR 
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Ask your 





Jobber 


and Twume 


KEROSENE STOVE 
see that > 


our Trade- ures 


Mark =, ) 
_— a es 


package. morn 


If he is 


REMCO PRODUCTS 


DOMES « SILENCE 


euiten quae enn 


‘WE DO oun pant 


Robert E. © 
Miller, Inc. 


Domes of 
Silence, Inc. 


Swedish Optimus 





Me Co., Inc 
not supplied rT ao “7. Le si = ‘DORA: f 35 Pearl Street, 





—write us. 





KEROSENE LANTERN + REMCO REAL CARVED WOOD MOULDING 


New York, 
N. Y. 








. BSe—- em 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 





MOULTON LADDERS 


Safeguard Your Customers 
Every Ladder is Safe 


UTILITY EXTENSION LADDER as shown. 
Clear straight grain, noble fir or hemlock 
with 14% in. turned ash rungs. Diamond 
Spring Locks. Hand forged steel top irons. 
Malleable bottom irons. All hardware 
Cadmium plated. Lengths 20 to 44 ft. incl. 
Wet. approx. 2 lbs. per ft. 

SINGLE LADDER—Clear straight grain 
ladder stock with selected 14% in. hardwood 
rungs. Wet. approx. 2 lbs. per ft. Standard 
lengths: 10 to 26 ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 











Talk Quality and Dependability— 
Sell the Hill 


Tell Housewives how the Hill Champion Clothes Dryer saves time, 
laber and stepe—they simply revolve it which brings every feet eof 
lime right before them—hang entire wash without walking a step. 
Ne lugging heavy basket of wet clothes from place te place. Easily 
erected. Sturdily built. Has folding removable reel and remevabie 
pest. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 

seller that returns a good profit. Send for Beoklet—t 
shows complete line. 


Clothes Dryer Co., Inc. 
Champlien Worcester Mass, 


Yard 
Dryer New York Distributor 
H Kornahrens, Inc. 














More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Bi 
repeats. 10c. a doz. 

gross (24 cartons) in full 
color display container. 


‘cToxeosomatiel Ge ria diyl-ta5 


With the BIG handy lip 


ACCO SWIVEL 
ROPE SNAPS 


FILL MANY USES 
PRICED RIGHT TO SELL 


e 
ASK YOUR JOBBER 


A product of 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONN. 


on 


& 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) © a OO). D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
= I here IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


PF : 
Send for catalogue, samples and selling information 





BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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GET 10% EXTRA 
depeidd ON ALL THREE | 
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PATENTED 









Buy the genuine! 

S v ver-Ready 
More (Qualily Shaves § nixtes 
per Blade ‘ 


Sere yer-Read: 
| Ree il Ec onomy not Satety Razor Dror Doody 
§ Freres 
} i / ~ ~ | 
} mcaamarie § mrcaemate = ‘ 
/ 






URLEOSE! 










One package of 5 blades EREE 
with every card of 10 packages 


Cut out the order blank! Rush it to your whole- them. You can order one card‘or fifty. The 
saler! Get as many of these nationally famous vivid vending cards speed up your sales. This gen- 














blades as you can possibly use. With this 10% erous offer steps up your profits. Act today. Offer 
extra bonus, it pays to stock up all three. But you expires June 30th. American Safety Razor Corp., 
have your choice—you can order any or all of Brooklyn, N. Y. 





Kovmmnenanncammamenense MAE, TO YOUR WHOLESALER |=+=-------------2ce-0e0- 





Please send me at once at my regular price and terms 
carDS GEM SINGLEDGE cakps GEM DOUBLEDGE 
caRDS EVER-READY saves 


I am to receive one package (5 blades) FREE with each card of 10 packages. 







weenen 


NAME 
ADDRESS 
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18435~SHAvLeIGHS NVETY- ONE YEARS OF HONORABLE SERVICE~19.54 





PLE/ 


is a 


cas HS | DEALERS 
Mechanical Art RA AND THEIR PATRONS 
‘ v REALIZE 
The ‘ THAT 


Actual Test 9 Counts” 
vALITY COUNTS 
masala relat 








OUR STOCK OF 
ASK OUR SALESMAN TO 
CUTLERY IS COMPLETE SHOW YOU OUR FULL LINE 











“DIAMOND EDGE IS A QUALITY PLEDGE” 


Shapleigh National Series No. 1862 HARDWARE AGE 











